g^zine radro and tv advertisers use 
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50< per copy«*8 per year 



mn us for 




HANNEL 10 



NBC — Basic 
^ [ ABC^ Dumont — Supplementary 



ANOTHER CHANNEL 10 FIRST! 

Only daily live remote TV show in New England. 
Emceed by charming Nancy Dixon and Peter Carew 
(piano impressions and satire) with 3M's three- 
piece combo. All Channel lO's talent and celebs 
visiting Providence will guest. Direct selling to a 
tested women's audience from the area's leading 
hostelry, Monday through Friday, 9:00 to 10:00 a.m. 

Join us for breakfast, sample your products to 100- 
plus radiantly responsive guests in the Sheraton- 
Biltmore Garden Room. Their approbation will 
register for sure — because 1,120,925 sets in area 
give us 93% coverage! Availabilities now open — 
call WEED Television. 
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S.SX tonic Undi 
spot radio is 
sales revit^iizer 
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medli-specialist 
approacli at FC&B 
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The W to be 
new fa.()i source 
for adimen 

page 39 



Oannon yogur) cracks 
•N.Y. market witli aid 
of local radio-ti 

page 41 



Iv Dictionary liandbook 
for Sponsors: Part 11 

page 42 
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TV: 1954 



|J special section 
starts page 75 
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the one TV station with 3 times the power of any in Atlanta! 



There's a neu' TV picture in Atlanta and yoii don't 
have to look Iinrcl to see where tlio sales are being made. 
It's WLW-A. 

Look at the new power — 316,000 watts. 

Look at the new plant 36,000 square foet in a dazzling 
modern Ijuilding at 1611 West l\'achtree NK. Seating 
for 300 ill Studio One, anotlier 150 in Studio Two. The 



only Atlanta TV station with room for audience par- 
ticipation, live audience excitement. 

And then take a second look at WLW-A sliowmanship, 
WLW-A audience building, WLW-A merchandising to 
the point-of-.soId. This is triple-powor to tap the spend- 
ing as well as triple-power sending! Something your 
competition isn't overlooking. 



WLW-A, Croslcy Broadcasting of Atlanta, Inc. 



Net tv's $400 
mrllion year 



TAC m^y count tv 
set's by next June 



Virginia Dare in 
spot radio again 



U,5, radio sets 
migrating from tv 



P&C ready for 
British tv 



Don't waste mer- 
chandising help 



Whopping $400 million by SPONSOR'S estimate will be spent by adver- 
tisers for time and talent in 1954 on network tv ($250 million time ; 
$150 million talent). Shows are more costly; not coiinting colorcasts, 
network programs on average will be about 10% more mostly due to 
union and talent hikes. Lineups are longer; average station list will 
be 50-60% bigger in nighttime tv, even though basic "must buy" lists 
haven't grown. For detailed story on network tv this fall, see p. 31. 

-SR- 

First count of tv sets under all-industry auspices may be out by next 
June. That's tentative target date for Television Audit Circulation. 
Politz is studying method to be used, will finish late fall. Next 
step would be pilot study in city with at least 3 stations, one a uhf. 
Stations in 2 suitable markets have already pledged funds. NARTB is 
forming TAC but it will become independent entity. 

-SR- 

Virginia Dare wine is coming back to heavy spot radio campaign this 
fall for first time in 2 years. Emphasis had been spot tv. Spot tv 
demonstrated impact but making good buys everywhere was to o^ treacher- 
ous on seasonal basis, David J. Mahoney agency decided. Agency's 
seeking both day and night time for October start in 25 markets. 

-SR- 

Soon to be unveiled radio set study for all 4 am networks and BAB is 
expected to confirm migration of radio sets in homes to l ocat ions 
where they face no tv c o mpetition. Study by Politz will cost over 
$80,000, is first radio research to be done with full validation by 
American Research Foundation. Over 11,000 interviews were conducted 
on national basis. 

-SR- 

Long-range planning which characterizes Procter & Gamble's use of air 
media again demonstrated in case of Great Britain's adoption of com- 
mercial tv. Queen signed bill authorizing Independent Television 
Authority only few weeks ago. But 8 months prior P&G had man from 
America in Britain instructing branch on U.S. tv methods. Actual 
start of commercial tv probably won't come till next summer. ITA 
won't sell clients shows; just participations or slots between shows. 

-SR- 

Are you getting most out of merchandising support from radio sta- 
tions? Tip from station sources is clients could do more to tie in. 
Sometimes salesmen aren't fully alerted to special store displays 
station has arranged, don't follow up to get bigger orders. Said 
one station man: "It's the hungry client who gets the most out of 
merchandising aids by stations." 
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Timebuyers move 
to sales posts 



Drive to sell 
non-tv clients 



Canadian tv 
picture changes 



Canadian radio 
men confident 



Spot tv dollar 
figures coming? 



When Tucker Scott left BBDO for post as sales development manager at • 

John Blair & Co., he joined long list of time buying executives v/ho ' 

moved over to selling side. Including: Bob Reuschle, ex-McCann-Erick- { 

son chief timebuyer, now sales manager, WHUM^TV, Reading, Pa. ; George | 
Castleman, ex-v.p. Bermingham, Castleman & Pierce, now manager of 

sales development^ CBS Radio Spot Sales; Mary McKenna, ex-Benton & ' 

Bowles time buying veteran, now research chief at WNEW. Tucker Scott | 

succeeds Wells Barnett at Blair who moves up to assistant to the ■ 
president. 

-SR- 1 

Non-tv advertisers may see their products in tv commercials if novel | 

selling plan goes through at new NBC TV participating programs de- . 

partment. Films would be made in which print advertisers see their ' 

own ads come to life. Original models used in ads would be sought j 
out for roles in NBC TV films. It's all part of drive to attract new 

clients to network television via participations. I 

-SR- I 

Canadian tv picture is changing fast — so fast, that by beginning of r 
1955 about 75% of Dominion homes may be covered by tv. At present 13 

video outlets are telecasting, 6 of them government-owned. Another | 

14 will be on air before winter is over. About 20% of Canadian homes | 

have tv, with ownership concentrated. More than 75% of sets are in ' 

Ontario plus Montreal area with greatest density in the Toronto-Ham- i 

ilton-Niagara section. Biggest tv centers are Toronto and Montreal, | 

both with about 50% saturation. For other information on fast-moving i 
Canadian tv picture, see this issue ' s Canadian section, beginning p. 75. 

-SR- r 

Canadian broadcasters feel growth of tv won't hurt Canadian radio* [ 

They point out government is Ij^rt ing number of tv stations and i 
amount of ad v ertising th e y can carry. This plus chance they had to 

get ready by observing U.S. radio-tv scene gives broadcasters confi- I 

dence they can continue to increase audience and billings. | 

-SR- I 

Not generally known is fact N. C. Rorabaugh now reports on dollar ' 

expenditures in spot tv for P&G, Lever and Colgate agencies. Rora- j 

baugh estimates market by market expenditures for 9 brand categories, | 
including soaps, detergents, permanent waves, toilet soap. Spot tv 

expenditure figures have never been available previously and are I 

among data admen told SPONSOR they would like to receive from indus- | 

try. Liaison between newly formed Television Bureau of Advertising . 
and N. C. Rorabaugh to produce spo t fig u res for all products may be 

in the cards. I 



iMcw national spot radio and tv business 



SPONSOR 



PRODUCT 



AGENCY 



STATIONS-MARKET 



CAMPAIGN, start, duration 



Dcljwjrc. Lackawanna 
& Western Coal Co. 
NY 

Lever Bros. NY 

Monarch Wine Co. 

Brooklyn. NY 
Monarch Wine Co. 

Brooklyn. NY 
Norwich Pharmacal, 

Norwich. NY 
Norwich Pharmacal, 

Norwich. NY 



Blue Coal 

Good Luck Margarine 
Manischewitz Wine 
M.inischewiti Wine 
Pepto-Bismol 
Pepto-Bismol 



SSCB, NY 

Hewitt. Ogilvy. Benson 

& Mather. NY 
Emil Mogul Co. NY 

Emil Mogul Co, NY 

Benton £> Bowles, NY 

Benton £> Bowles, NY 



25-30 East Coast mkts 

5 Northeastern tv mkts 
40-50 tv stns 
100-120 radio stns 
33 radio mkts 
S scattered tv mkts 



! Radio' early eve min anncts; 7 Sep; 
13 wks 

Tv: 20.- 60-sec film anncts: mid-Scp; 
13 wks 

I Tv: 20-. 60-sec film anncts; 4 Oct; 
26 «ks 

Radio: dayti min anncts: 20-30 anncts 

a wk; 4 Oct: 26 wks 
Radio: dayti min. stnbrks: 10 a wk per 

mkt; 7 Sep: to end of yr 
Tv. 20-sec day and night; 7 Sep; 52 

wks 



SPONSOR 



Mm-rn 




- -ST .Prv.S.V.MTH ST«.„, ..w VO.. ... , , ,,,,, , 

''z ir^. J., PLAZA /-2323 



^uly 16, 1954 



Mr^ Edward Cossman 
Newark 1. n.J. 
Dear Ed; 

like to give crpHi+ u 
Thought you miy like to t^""^ ^u^^^^* 
job Brenner and Larkin ^""^^ ^^^^^ the fine" 
Auto Seat Covers ^^^^^ ^'ot Easco 

As you know we triow 

gi™icks...anl got onlv"?„?*''"°"^ many 
we switched to lour s tat fon"" ""fe^lts. Since 
been immediate. station. .. the results have 

anS Sin'oaA."an7a?V?" P"U. . .Brenner 

• etna at a low cost . 



Cordially yours. 
MANN-ELLIS, INC. 




es/hs 



Edward Shapiro 
Account Executive 




PULL 



at Low Cost 



I TK M e t r o p o I j t <3 n New Jersey Bo IN e vf York 



PAUL BRENNER 

REQUESTFULLY YOURS 
Monday thru Saturday 
10:30 am - 1 2 noon 
5:05 pm * 7 pm 



DON LARKiN 

HOME TOWN FROLIC 
Monday thru Saturday 
7:45 am - 9 am 
1 :05 am - 3 pm 



for th& FAST WALLOP in sales 



waat 



1020 BROAD STREET, NEWARK 1, NSW JERSEY 

REPkESENlED B»Y W E«E D AND COMPANY 
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ARTICLES 



foil protjraiit irt'nds in tn'ttvarli tt' 

Looking ahead at $400 million show lineups on the video networks this fall, 
SPONSOR outlines the rnajoi trends, details show types taking on new pronni- 
nence, the now color spectaculars, day-long expansion, the cost picture 

H0% spift radio luuUfet is tonic for S.S.H. 

Prior to 1950. sales of S.S.S. tonic were far fronn healthy. The Atlanta firm 
reevaluated its ad approach, and based on the findings of market research, 
decided to try spot radio. Since use of that medium, sales are up 300'f 

Tiiii#»f*iii/«*r.s-: III. Tlic* tttcdiu specialist 

Foote, Cone & Belding is typical of agencies which maintain the traditional 
timebuying setup: that of separate buyers for each medium. In this article, 
third of a series, SPONSOR examines the FC&B approach 

TvIS: iicMi* fact source for adntcu 

By late fall, the Television Bureau of Advertising is expected to be In active 
operation. As the selling ar.-n of the tv Industry, it will probably serve admen 
as a clearing houie for basic information on tv 

Itadio aad tv help liii<*i*ic*<iiii:c lldiiiioii tfOfiurt 

About a year and a half ago, Dannon Yogurt hopefully allocated about 80'^? 
of its ad budgat to local radio and tv. Result: sales rose 30^ 

Tv IHctionartf / llandbooU for Sponsors: II 

The second Installment of Herb True's video dictionary offers more definitions 
of terms and tv jargon useful to admen and others in the industry 

C.WAIHAN KAIHO AMI TV: 15)51 

I. Cattada: a ('oii.vhi. hat iiol a twin 

In tal Ing a close look at the Canadian market, SPONSOR finds it has many 
similarities to the U.S., but many significant differences as well 

II. Cniinffinii radio: fiettinji readif for tv 

Canadian radio listening has not as yet been much affected by tv. The radio 
stations, armed with lessons from the U.S., are sure they can hold the fort 

III. C'(iii«(f inn tv: conttnercial titne solil out 

Tv sets In Canada, by the early part of next yea', are expected to cover about 
of all homes. A list of tv stations and reps shows the current picture 

IV. Ilotc Canadian stations serve sponsors 

In easy-to-read, capsule form, here Is a collection of stories illustrating how 
Canadian radio stations program, promote and sell for sponsors 

I . Canadian radio stations, rates, reps: a fi.sf itir/ 



COMING 



i'ross-conntrti trip to I .S. agencies 

A SPONSOR editor gives a first-hand description of the operations of several 
agencies, with heavy radio and tv billings, at scattered points of Ihe country 

Ilotc Itardahl cashes in with clever (•oiiiiiicrckif s 

Bardahl, a company in the Pacific Northwest which makes an engine additive. 
Is different and imaginative In Its use of spot radio and tv 
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DEPARTMENTS 



TIMEBUYERS 
AGENCY AD LIBS 
NEW & RENEW 
49TH & MADISON 

P. S. 

MR. SPONSOR, Kirk L. Billings 

NEWSMAKERS 

NEW TV FILM SHOWS 

FILM NOTES 

RADIO RESULTS 

AGENCY PROFILE, Everett W. Ho^t 

SPONSOR ASKS 

ROUND-UP 

TV COMPARAGRAPH 
SPONSOR SPEAKS 
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IN SHREVEPORT! 




UOK AT KWKH'S HOOPERS! 



JAN.-FEB., 1954 — SHARE OF AUDIENCE 



Shreveport has five AM stations, and all 
networks. This makes us especially proud 
of recent Hoopers — even though Metro- 
politan Shreveport itself represents only 
about 15% of KWKH's coverage! 



TIME 


KWKH 


STATION B 


STATION C 


STATION D 


STATION E 


MON. thru FRI. 
8:00 A.M. - 12:00 Noon 


38.1 


19.5 


i.2 


16.0 


19.5 


MON. thru FRI. 
12:00 Noon - 6:00 P.M. 


44.3 


21.2 


9.2 


6.1 


19.4 


SUN. thru SAT. EVE. 
6:00 P.M. - 10:30 P.M. 


54.6 




11.2 


8.5 


24.0 



*>OK AT KWKH'S SAMS AREA ! 

S.A.M.S. credits KWKH with 22.3% more daytime radio homes 
than all other Shreveport stations combined ! Costwise, KWKH 
delivers 89.4% more listeners -per -dollar than the next-best 
station in the area! 



KWKH 



50,000 Watts • CBS Radio 
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A Shreveport Times Sfation 
I TEXAS 



REVEPORT. LOUISIANA 



The Bran ham Co. 
Representatives 



Henry Clay 
General Manager 



Fred Walkins 
Commerciol Manager 




SIANA 



ARKANSAS 



Use the 




B KBIG 

I I \ low-cost 

X)iADIO 
PRESCRIPTION 

:to introduce NEW 
PRODUCTS in the 
Southern California 
Market 



1 1 u 1 a 11 i g h h a 1 1 of L o ? 
Aiijieles: "We believ** the 
campaijzii we roncliictcd on 
KI^IG has heen very large- 
1\ responsible for the re- 
markable success of Hula Hijjhball. 
both here aiul in Saii Diego. Our 
( lient s salesmen report lhe\ liave 
liad a great deal of favorable coni- 
niLiil froni the grocerv trade, ^pe- 
eifualK mentioning KBIG. A liter- 
ton Advertising Agency 

. ^ ■■, From llo-Maid Bread Mix 
^ff of i'ortland: "It is the eol- 
lerled opinion of Mr. Eniil 
Lange. President; of Sturdi- 
\ ant- Walker, their brokers: 
and of this agency that the KHIG 
Slu Wilson Show has helped in get- 
ting us distribution for Lange s flo- 
Maid Hread Mix. KHIG is the only 
radio station which we will be using 
during the month of May to August 
of this year. " Arnold Blitz Adver- 
lising 

Other products as flifferenl as A-l 
Hcer and Maiy Ellen Jams, l)og-E- 
Slu and Tiad(>r \ ic s Dressings, in- 
troduce new brands to Southern Cali- 
fornia's six million via KHIG. Rea- 
son? Absolutely complete coverage 
plus rates low enongb to allow satu- 
ration on a reasonable budset. 




10,000 WATTS 

AT 740 



The Catalina Station 




KBIG 



GI«NT ECONOMY PACKAGE OF 
SOUTHERN C'LIFOeNK RADIO 



JOHN POOLE BROADCASTING CO. 

6540 Sunset Blvd., Hollywood 28, ColifornJo 
Telephone: HOIIywood 3-3205 

Not. Rep. Robert Meeker & Assoc. Inc. 



m 



mm 
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Clnlre Kori'U, IT'estern Adrerlising Agency, Los 
Angeles, feels thai the 20-odd radio and seven tv 
stations in LA are not too many because the 
character of the population is us diversified as ihf 
programing offered by the stations. "/ don't have to 
rrh on ratings only," she comments. "This diversi- 
fication makes it possible to select the stations whose 
programing attracts the specific, or general audience 
desired. Because oi the competition, many of 
the stations are now providing merchandising plans, 
sales results info and other aids to buying media." 



W'tHlUitn Ke II II eel I/, Ted Hates, \eii )ork. is 
working full-time to "replace displaced spot an- 
nouncements." ''The trend toward network spectac- 
ulars planned for fall is making it tougher to clear 
a wreh-in, week-out station break schedule." Bill 
told -PON^oR. "Say you're planning to hare a 
rhoiubreak on a number of stations on a Saturdaf 
night at 9:30 p.m. A network spectacular would 
preeai]>t that time every fourth iveck because of the 
poluy of selling co-sponsorship of the show without 
announcements breaking in at station break time." 



.f<iiii<\s IJiiC}/. Cunningham S: Walsh, yew York, 
points to the increased margin for error in rating 
scriices because of uhf set conversions. "Take any 
iittenii-w. be il telephone, recall or diary type," 
Jim told sPO.NsoK. "Suiiiio.se someone in a part- 
uhf market lias had channel 3 canverted to uhf. 
A rating service interviewer asks him what 
lie's lacking at. The man might sav 'channel 5.' 
neglecting to mention that it's his local uhf 
station." Despite this, Jim feels a buyer must 
consider ratings in choosing between uhi and vhu 



f,»iii.v Keuticdtf. Kenyon & Eckhardt, .\ew 
) ork, recently fini.shcd a Lincoln-Mercury announce- 
ment ramjiuign over 600 radio stations. This 
campaign it as a gaod ex amjile of KS:Ers saturatian 
I adit) philasojihy in practice. "Far one thing, we 
prefer announcements to run on seieral stations 
in a market to putting the camplete budget on one." 
Lou told »l'0>>OM. "In that way ue feel that lie 
assure our message a greater audience turnover. 
Another guarantee of wide coverage was our use 
of bath early-morning and early-evening radia." 
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John McDonald 




A SPECIAL ANNOUNCEMENT 

For the first time in its nine-year history, WSM's famous daily farm 
program, "Noontime Neighbors" is now being offered for sale. 

"Noontime Neighbors" (12:30-1:00 p.m. Mon.-Fri.) has been saluted 
repeatedly in the trade press and elsewhere as the biggest and best 
noontime farm show in Americaii radio. 

Now WSM has decided to take a limited number t>f Grade A 
accounts on a highly selective basis — selective because on this show 
the products will automatically carry the powerful endorsement of 
WSM's Farm Department, headed by John McDonald, around whom 
the show IS built. 

Also featured regularly oii^^Noontime Neighbors" aire Oweh Bi-adley 
and his band. Announcer Tom Hanserd, and regular Big Name guest 
stars from the Grand Ole Opry. 

Contact Tom Harrison at WSM cfr any ]Petry Man° for further details.; 



WSM 



Nashville 



Clear Channel • 50,000 Waifs 
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M new awards and commendations 
— including a Peabody, an Ohio State, 

a du Pont, and a Sylvania — 
were added to knxt's growing collection 
of honors during the first seven 
months of this year. 

And at the same time, Los Angeles 
viewers have been bestowing their highest 
awards on knxt. By their preference 
for its programs, they make knxt, 
month after month, day and night, the highest 
rated station in the market. 

Do you want to add to yonr trophies 
in Southern California? Then your 
most rewarding buy is CBS Television's 
key station in Hollywood: 



KNXT 

Represented by 
CBS I elevisiou Spot Sales 




YOUR 




ATTElTlOi 
to 

Wenatchee 

WASHINGTON 

"The Apple Capital of the World" 

KPQ's N.C.S. AREA 
^ GIVES YOU 

Washington leads the nat.on 

^PP^^1"exc:edsthatof 
dollar volume <^^^^^°\ 
the California Orange. 



^^shlngfon's lowest fre 
^-"fy, 560. delivers B/C 

rnl '^"""^ coverage 
500,000 new acres in r i ' ' 
b'-a Basin 
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the most 
between 
in 



5000 watts 
powerful station 
Seattle and Spokane . . 
the center of Wash.ngton 
4_ State. 

"SOOO WATTS 

560 K. C. 
W6N ATCH EE 
WASH I NOTON 



Reg. Rep.- Hugh FilHs, Seattle. Wash. 
Nat'l.Rep.-Forjoe f* Com|iany, Inc. 




by Bob Foreman 

Di:ai{ Gk()1{gi:: 

Your (|Ucslioii whellier il would Ik* >rnart for a young riiaij 
to enter the field of radio >alc.s and radio proniotiou the.-^e 
(hiy-" cannot he an>uered lightly or hriefly. Hence the delay 
in my reply and it> length. 

Fir-t. let nie >ay Fui flattered you a>ked nie f)f all people 
since some folks have accused me of heing >o pro-tv that I've 
lost my perspective (and my ears have atrophied). 

Second, let me give you a eonci.-«e an>\\er. It's ''Ye.-!** In 
fact, il should read: "And how!'" I think radio needs you.. 
From what Fve >een you ar<' intelligent, imaginative, and 
persistent. You don't panic easily or give up readily. Radio 
need"" the>e (jualities today moie than ever. 

There's no doubt that it has been frightening to the i)ar- 
veyoi'^ of radio to wntch the >teady decrease of rating.- and 
( more imjjortant) the frecjuent lessening of advertiser dollar^ 
made available for the medium. The glitter of television 
is didicult to view without blinking. 

So naturally radio ha- heen on the defensive of late and 
that makes it tougher to sell and to be sold. It encourages 
such uninspired sales approaches as the fact that there are 
more radio >ets than bathtubs, ( Bathtubs, you recall, are not 
nuich of a sales medium.) 

The more courageous radio vendors try to face up to tele- 
vision. However, they often do this by knocking tv's. ""incom- 
plete"" coverage, its high ct)?t and the resulting drain on ad- 
vertising budgets, the irund)er of sponsors who have dropped 
the medium and such other ""fact^" a>: / Love Lucy is th& 
ninid)er one -how hut Camels still outsell Philip Morri--, 

If ihe men who sell .-i)aee for Better Homes & Gardens and 
the iXen York Times took tack- >uch as these, they'd be nneni- 
ployed. I'm involved in a little j)roject in radio'.- behalf diat 
I think might turn out to be fairly sound. We're taking a 
good look at the medium as if it were just invented. Were 
huilding a >tatu> report completely devoid of historical data. 
Thi- mean^ we w ill ignore such tliing> as the increase in sete 
*incc tv came into the picture. We will not dwell on tlie 
lowered costs of nighttime radio nor the shocks withstood hy 
daytime radio. We will avoid such statements as "'to replace 
in-tliedionie listening lost to television have come million? of 

{Plcnse turn to page SO) 
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SPONSOR 



WW^/VWJ-TV, together with 

the George P. Hollingbery Co. 



0* 




EDWIN K. WHEELER 
General Manager 
WWJ - WWJ-FM - WWJ-TV 




GEORGE P. HOLLINGBERY 

President 
George P. Hollingbery Co. 

Chicago 
New York 
Atlanta 
Los Angeles 
San Francisco 



TOP PROGRAMS 



ON-THE-AIR PROMOTION 



MERCHANDISING AIDS 



**THE MARKETER 



99 



NEWSPAPER ADS 



TRANSPORTATION ADV. 



NEWS COLUMNS 




J 



Clients and agencies all across the country are familiar 
with the hard-working staff of the George P. Hollingbery 
Company, and with the plus services offered by WWJ and 
WWJ-TV . . . with the carefully supervised quality of WWJ 
and WWJ-TV programs — the heavy schedule of on-the-air 
announcements that backs every show — the publicity resources 
of the WWJ stations — and such thorough merchandising aids 
as "The Marketer" which goes monthly to 3100 food and 
drug retailers. 

This combination of foresighted planning, comprehen- 
sive promotion and friendly client contacts has made the WWJ 
stations leaders in the Detroit market. Together, the George P. 
Hollingbery Company and the WWJ stations pledge themselves 
anew to give advertisers a full measure of support in every 
selling effort. 



AM 

FM and 



NBC AFFILIATES 



FIRST IN MICHIGAN » Owned and Operated by THE DETROIT NEWS 
National Representatives: THE GEORGE P. HOLLINGBERY COMPANY 
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PKofogroph by Union PociTic 9-0 Iroojd 




THE RAIIROAD MAN 



Omaha, crossroads of the nation and hub of the 
KFAB-BIG MIKE area, is the fourth ranking rail- 
road center in the nation. Ten major railroads 
have a combined operating mileage in excess of 
73,000 miles. These ten railroads operate some 96 
freight trains in and out of Omaha daily. 
General Headquarters of the Union Pacific Rail- 
road are in Omaha as are the General Offices of 
the Chicago & Northwestern and Chicago Bur- 
lington & Quincy Railroads. The railroads have 
helped much in building the Nebraska market 
into one of the nation's greatest. Big Mike is proud 
that he is able to talk to the people throughout 
this area daily ... to entertain ... to keep them 
informed. Yes, and in turn to tell them about the- 
products of many successful advertisers. Sure, 
you can find out more about the Nebraska Market 
. . . and KFAB-BIG MIKE from Free & Peters . 
or General Manager Harry Burke, 



— 



Big Mike is the physical trademark of KFAB — 
Nebraska's most listened-to-station 



J.OOg WATTS ail AH A B^SIC CBS 



New and renew 



SflMIt 
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1. 



New on Rmlio !>lctworhs 



2. 



3. 



SPONSOR 



AGENCY 



STATIONS 



Exquisite Form Brassiere, 
NY 

junket Brand Foods, Little 

Falls, NY 
Miles Labs, Elkhart, Ind 

Rockwood tj Co, Brooklyn, 
NY 

Seeman Bros, NY 

TonI Co, Chi 

Whitehall Pharmacal, NY 



Crey Adv, NY 

McCann-Erickson, NY 

Geoffrey Wade, Chi 

Paris & Peart, NY 

William H. Weintraub, NY 

Leo Burnett, Chi 
|ohn F. Murray, NY 



CBS 125 

ABC 198 

NBC 198 

ABC 311 

ABC 325 

NBC 198 
CBS 



PROGRAM, +ime, star+, duration 



Stop the Music; T evg, 15-min scg; 24 Aug; 26 
wks 

Modern Romances; T-F ll-ir.l5 am; half-sponsor 

each day: 31 Aug; 52 wks 
Just Plain Bill; M-F 5-5:15 pm; 27 Sep; '5-4-'53 

season 

Breakfast Club; W, F 9-9:15 am segs; 6 Oct; 52 
wks 

Whispering Streets, T, Th 10:25-45 am; 14 Sep; 
52 wks 

People Are Funny; T 8-8:30 pm; 5 Oct; alt wks 
Stop the Music; T evg, 15-mln seg; 7 Sep; no. 
wks not available 



Renewed on Radio Networks 



SPONSOR 


AGENCY 


STATIONS 


Allls Chalmers Mfg, Mil- 


Bert S. Cittins, Milwaukee 


NBC 196 


waukee, Wis 






American Dairy Assn, 


Campbell-Mithun, Mpis 


NBC 198 


Chi 




Anheuser-Busch, St Louis 


D'Arcy Adv. St Louis 


ABC 301 


Voice of Prophecy Inc, 


Western Adv, LA 


ABC 215 


Clendale, Cal 







PROGRAM, time, start, duration 



Nat'l Farm & Home Hour; Sat 1-1:30 pm; 4 Sep; 
52 wks 

Bop Hope Show; Th 8:30-9 pm; 28 Oct; ■54-"55 
season 

Sports Todav with Bill Stern; M-F 6:30-45 pm; 

13 Sep; 52 wks 
Voice of Prophecy; Sun 9:30-10 am; 12 Sep; 52 

wks 



(See page 2 for New National Spot Radio and Tv Business) 



iValioiial Broadcast Sales Executives 



NAME 



john D. Allison 
john Asher 
Tom Barnes 
Amos T. Baron 
Stewart Barthelmess 
Perry Bascom 
William Baxley 
Stanley C. Boynton Jr 
Jack F. Brembeck 
Roberta Britt 
John H. Brock 
Edward J. Chandler 
John Cleghorn 
John M. Clifford 
Kenneth B. Craig 
Hal Cranton 
Keith Culverhouse 
Jerry Danziger 
John D'Auitolo 
Felix J. Didier 
James W. Frost 
Richard L. Ceismar 
lohn O. Gilbert II 

Jack Could 
john Hansen 
Stuart j. Hepburn 
Robert Hilton 
Robert M. Hoffman 
Richard C. Huntley 
Louis Huot 
Wallace Hutchinson 
Richard A. lackson 
Robert L. Jawer 

Kenneth Johnson 
Sam T. Johnston 
John J. "Chick" Kelly 

Marge Kerr 
Carter S. Knight 
Lila Lambert 
Daniel M. Lissance 
Sherman' |. McQueen 



FORMER AFFILIATION 



KGMB, Honolulu, radio local sis mgr 
KABC-TV, Hywd, prom & publicity dir 
WDAY-TV, Fargo, ND, sis mgr 
KABC, Hywd, mgr 

ABC Radio, NY, mgr radio st'i clearance dept 

WIP, Phila, sis rep 

KABC, Hywd, sis rep 

Stanley G. Boynton & Son adv, exec 

Kaye-Halbert Tv, LA, adv, sis prom mgr 

WAVE-TV, Louisville, Ky, dir continuity 

WBTV, Charlotte, NC, sis stf 

FBI 

WHBQ, WHBQ-TV, Memphis, gen mgr 
NBC, NY, vp chg personnel 
CBS Radio, Hywd, dir bus affairs 
BAB, NY, asst dir nati prom 
WPIX, NY, dir sis presentations 
WTSK-TV, Knoxville, Tenn, prog dir 
O. L. Taylor, NY, acct exec 

Wright Patterson Air Force Base, procurement div 
CPRN, Hywd, dir sis prom & adv 
Du Mont Tv Net, NY, bus mgr prog, prodn dept 
John O. Gilbert Chocolate Co, Jackson, Mich, secy 
& treas 

N.Y Times, NY, radio-tv editor 

KCO, SF, sis mgr 

WUSN, Charleston, SC. sis rep 

Robert Hilton Co adv, NY, own agency 

WOR, WOR-TV, NY, mgr res 

WWOR-TV, Worcester, Mass, prodn mgr 

Indcp film prodr 

KBID-TV, Fresno, sis rep LA 

WOR, WOR-TV, NY, bus news editor 

WPTZ, Phila, sr sis rep 

Daren F. McCavren, SF, sis rep 
WKRC-TV, Cinci, acct exec 
WPTZ, Phila, prom, publicity mgr 

Du Mont, NY, mgr new Drog devel 
WTAC, Worcester, Mass, exec 
WKRC, Cinci, prom, publicity mgr 
Emil Mogul, NY, asst dir res 
Don Lee Bdcstg, comml prog supvr 



NEW AFFILIATION 



Same, radio sis mgr 
KNX, CPRN, Hywd, dir sis prom & adv 
WDAY, WDAY-TV, mgr 
KABC-TV, Hywd, mgr 
Same, sis serv mgr 
WOR-TV, NY, acct exec 
Same & ABC regl net. sis mgr, LA office 
MBS, NY, acct exec 
KABC-TV, Hywd, prom mgr 
WJNO-TV, Palm Beach, Fla, sis serv mgr 
WBTW, Florence, SC, sis mgr 
TPA, Seattle hq, acct exec 
Same, also Gen Teleradio, vp, memb bd dir 
Same, admin vp 

ABC TV, Hywd, prog dir western div 

NBC TV, NY, sr writer net sis pres 

Same, dir adv & prom 

WTTV, Bloomington, Ind, prodn mgr 

WTRI (TV), Albany, natI sis mgr (hq NY) 

WING, Dayton, O, acct exec 

Same, mgr sis devel 

Same, admin asst to mng dir 

WKHM, Jackson, Mich, mng dir; also vp, Jackson 

Tv & Bdcstg Co 
CBS, NY, information adviser 
KABC, Hywd, gen mgr 
WCAY, Silver Spring, Md, comml mgr 
CBS Radio Spot Sis, NY, asst mgr sis devel 
Same, dir planning & devel 
WMVT, Burlington, Vt, prodn dir 
Five Star Prodns, Hywd, vp chg client rels 
John Poole Bdcstg. Hywd, prom mgr 
Same, mgr publicity 

WTVH radio & tv. Peoria III. usst gen mgr, sis 
mgr 

KNBC, SF, acct exec local sis 
WKHC, Columbus, 0, sis mgr 
Westinghouse Bdcstg, NY, asst adv & sis prom 
mgr 

Same, acct exec 

WMTW, Mt Washington, NH, Bost sis stf 
WKRC, WKRC-TV, Cinci, prom & mdsg mgr 
NBC Spot Sis, NY, mgr sis devel & res 
CBS Radio, Hywd, asst dir bus affairs 



In next issue: /Vei* and Renetved on Television (IS'eticork) ; Advertising Agency Personnel 
Changes; Sponsor Personnel Changes; Station Changes (reps, network affiliation, potcer increases) 





Numbers after names 
refer to New and Re- 
new category 

Wallace A. Ross (3) 

Richard Jackson <3) 

John J. Walsh ^3) 

Jarl: Gould ' 3 i 

£". \fontgomer.y '3) 
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3. 



^u^itnutl ISroudcast Sides Executives (cmttinuetl) 



NAME 



lustin Miller 

john Moler ^ 
Ernest W. Montgomery 
Art Mortensen 
Anne Nelson 
frances O'Brien 

Frank Oxarart 
Alvin C. Pack 
William C. Pendill 
|ohn T. Quinlan 
Leo Rosen 
Wallace A. Ross 

William T. Selander 
Alex Sherwood 
Gerard H. Slattery 
Fdward C. Smith 
Robert |. Smith 
Bob Stanford 
Richard Stark 
Richard M. Stone 
Byron Taggart 
Fred Thomas 
William T. Tynan 
Martin Um:<nsky 
Peter H. Wade 
loe Wallace 
lohn I. Walsh 

Melyin B. Wright 



FORMER AFFILIATION 



NARTB, Wash, DC, chmn bd 0 gen counsel 

WKY Radio, Oklahoma City, Okia, sis stf 

Montgomery Enterprises, Detr, owner 

Don Lee Bdcstg, Hywd, nat adv mgr 

CBS Radio. Hywd. assoc dir bus affairs 

Phil Davis Musical Enterprises, NY, pub rels, s|s 

prom dir 
Radio-tv exec 

KVTV, Salt Lake City, dir prog opers 

Leo Burnett. Chi. tv buyer 

KCMB-TV, Honolulu, prom mgr 

WROW-TV, Albany, commi mgr 

SPONSOR Magazine, NY. special projects editor 

Crosley Bdcstg, Chi. nati sis exec 

Standard Radio Transcr, sis rep 

Nona Kirby (rep), acct exec 

Minn Tv Public Serv Corp, Mpls. geii liigr 

Radio exec, publicist, publisher 

Tv performer. Dallas 

Du Mont Tv Net, NY. acct exec 

Audio-Video Recording Co, NY. acct exec 

WKRC, Cinci, prog dir 

WKRC-TV. Cinci. orom. publicity mgr 

Free Cr Peters, Chi, sis stf 

KAKE Radio. Wichita, Kans. sis mgr 

ABC Radio, NY. stn clearance contact 

WBAP. Ft Worth, publicity dcpt 

Dayton Tire & Rubber Co. Daytoh. 0, aav mgr 

KCMB. Honolulu, radio mgr 



NEW AFFILIATION 



McClean, Salisbury, Petty & McClean, LA U> 

firm), of counsel 
Same, local sis mgr 

Screen Gems, central sis mgr chg new Detr oftn 
KFMB, San Diego, mgr 
Same, dir bus affairs 

Coldswan Prodns, NY, pub rels dir & acct t>^ 

KFWB, Hywd. sis mgr 
Same, sis dept 

Free Cr Peters, Chi. tv acct exec 
KCMB. KCMB-TV, Honolulu, prom mgr 
WPTR. Albany, gen mgr 

Box Office Tv. NY, natI sis mgr, closed cirtu 

conf div 
WVKO, Columbus. 0, sis mgr 
Harry S. Goodman, NY, sis dir northeast \ii 
TPA, Boston hq, acct exec 
WTVH radio & tv, Peoria, III, gen mgr 
Du Mont Tv Net. NY, acct exec 
Southland Corp. Dallas, dir radio-tv prodn 
ABC TV, NY. acct exec eastern net tv sis. it} 
Avcrv-Knodel, NY, radio sis stf 
WKHC. Columbus. 0. gen ir.gr 
WKRC. WKRC-TV. Cinci, publicity- mgr 
Same, midwest tv sis mgr 

KAKE-TV. Wichita Ion air this fall), gCn, mp 

Same, mgr radio stn clear<>nce dept 

Same, dir oublicity. prom 0 mdsg 

WKRC. WKRC-TV, Cinci; WTVN, WTVN-TV Ci 

lumbus, coord dir mdsg. prom, publicity 
KGMB-TV, natI spot acct exec 



4. 



IScw Agency Appoiuttueuts 



SPONSOR 

Battery Products Co, Oakland. Cal 
Good Humor Co of Cal 
Michaels Bros, NY 

Plough Sales Corp, Memphis 
Taylor Wine Co. Hammondsport, NY 
Topco Assoc, Chi 
Shasta Water Co, SF 
Whitehall Pharmacal. NY 



PRODUCT (or service) 



Arro Lytc auto battery 
Good Humor ice cream 
Furniture chain 

Mexsana skin cream 
Taylor wines 

Food Club and Top Frost foods 
Shasta beverages 

Heather Liquid Creme Rouge Cr Cake Rouge 



AGENCY 



Ad Fried Adv. Oakland. Cil 
Warwick Cr Legler, LA 
William Warren, Jackson Cr 

Deianey. NY 
joseph Katz. Bait 
D'Arcy. NY 
Russel M. Seeds. Chi 
Barnes Chase Co, LA 
Lynn Baker. NY 



5. 



Kcw Firms, A'eio Offices, Chauycs of Adilrcss 



Ted Ashley Assoc. NY. agent, radio-tv prodr, new address 
579 Fifth Ave 

AWL and Colnick Assoc, Bait, merger of AWL Adv Agency 
and Leon S. Colnick Cr As;oc', offices 1101 No. Calvert St, 
B>lt 2 

Benson Cr Hedges, new N < address, 100 Park Ave 

Clarke Brown Co, reo firm, new name for Airwaves Assoc: 

offices: 520 Lovett Blvd, Houston; 1000 Fidelity Union 

BIdg, Dallas 

Calkins Cr Holden, NY, re-established as name of Calkins Cr 

Holden, Carlock, McClinton Cr Smith 
Doyle Dane Bernbach, NY, mereer with Factor-Breyer agency. 

LA; to function under the DDB name 
Ewcll Cr Thurber adv. new eastern office address 56 Grand 

St, White Plains, NY; prev 270 Park Ave. NY 
Grant Adv, new office, Hulman Bide. Dayton, 0. headed by 

Vincent P, Black, vp, acct exec Chrysler Airtemp 
McCann-Erickson. merger of LA Cr Hywd offices in new hq 

at 3440 Wilshire Blvd. LA 
Ramsey. Stratton, Barley Cr Brown, new LA agency at 1585 

Cross Rd: of World. LA 28, Ho 2-7471 



Rogers Cr Smith, Potts-Turnbull, Kansas City, new nlpivl i 
merger of agencies Rogers Cr Smith and Potts-Turnlwl 

Reggie Schuebel Inc., NY, new name of Wyatt & ScbMt> 

agcy consultant 
Standard Radio Transcr Serv. larger quarters 3t- old itfdrt 

360 N Michigan Ave, Chi 
Sykes Adv, new offices at 617 William Penn Placet Pittsb*- 

Pa 

Television Snaoshots, new larger offices at 54 Park A« f 
Tv Prog of Amer. new NY offices, 477 Madison Ave, NY . 
PI 5-2101 

Walker Rep Co, new Bost off, 80 Boyjston St., merger • 

Bertha Bannan rep co 
WATV. Newark, new NY sis office, 6 E. 45 St, NY 17 
Warner & Todd. St Louis. Mo. new name for Warner & Ah 
Weed Cr Co, Weed Tv Coro. new address. 579 Fifth Av« ' 
Weiss Cr Geller, Chi. new West Coast off at 355 No Bt" 

Dr. Bev Hills, Cal. headed by Walter N. Hiller )r, for" 

ly with Toni Co 
WKNB. new address 1422 New Britain Ave, W. Hartforil. Ce. 



iS'umbers alter names 

refer to New and Re- 
new category 

Roh't M. llolJmun <,3) 

Frnncefi O' Ihivn I3l 

Jdlm (.Ivphorn (.1) 
Tom liarnes 

An Morienst'n Cil 

John Asher 

John (). Gilbert Ci) 

John J. Kelly (.{) 

Mnrlin I monslxv ' ) 

John Moler y'i) 
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SPONSOR 



Our Afternoon 

Star Salesman 

BILL RILEY 



and he's another 
reason why 

KRNT-CBS 

DES MOINES 

Is Your Basic Buy 
In Iowa! 




Hooper Score: KRNT-61 Firsts out of 67 Periods 



Our Man Riley . • • 

• Ears perk up . . . our switchboard lights up . . . 
when Bill Riley hits the air every afternoon. Yes — 
Something wonderful happens when he's running the 
show, because Bill makes things happen. 

Popular records — wisely selected — are the back- 
bone of the show, to be sure, but Bill Riley loads his 
hour-and-a-half with the extras that set it apart, make 
it sing, give it the sizzle that captures listeners and 
cops sales, that make it the only show of its kind in 
this healthy market. 

For years KRNT's Bill has been one of Iowa's favorite 
Personalities, but only recently he became KRNT's 
great afternoon super-salesman. Bill has many, many 
sales successes behind him. He's adding to that out- 
standing record every day. He'll move merchandise 
for you, too . » . he's got the big, responsive audience 
to do it. 

Don't waste time, time-shopping. You can buy KRNT 
with complete confidence. Your Katz man has the 
whole scoop on the fabulous Bill Riley story. Give 
him a call. 



THE STATION 
WITH THE FABULOUS PERSONALITIES AND 
THE ASTRONOMICAL HOOPERS! 




IKE 
REGISTER 
AND 

TRIBUNE 
STATION 



REPRESENTED BY 

THE KATZ AGENCY 
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it takes 



n 




to cover fhe Dakota area 



KXJB-TV 

gives you more of both 





2495 ft. 1383 ft. 



iS-nDA^, 

COMPARE KXJB-TV Station B 

Tower 1085 ft. 433 ft. 

Power 100 KW 65 KW 
AbON'e 
.sea 

In 100 MV M Area 

Pop. 327,500 256,900 

Families 86,300 69,700 

Sales $397 mi. $292 mi. 

In the 100 AIV/M area 
KXJB-TV will give you 
27% more people, 23% 
more families; 36% more 
retail sales. 

Live inlttconntcled Sept. 26th. 

KXJB-TV 

CBS Primary— DUMONT 

VALLEY CITY 
FARGO 



NO.DAK.BDCST.CO.INC. 
Box 626 Forgo, N. Dok. 

Phone Forgo 4461 
KSJB-600 KC, Jamestown 
KCJB-910 KC, MInol 
KCJB-TV-CH. 1 3, MInol 
REPS: WEED TELEVISION 
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SP0N80K invites letters to the editor. 
Address 40 E. 49 St., New York 17. 



FALL FACTS 

It (Kcuircd Ut me that tlic ji(»tc 1 at- 
ta< lie(l to llie fiottt nt\cr of the Fall 
i acts issue of M'ON.hok dalcfl Jul) 12tli 
should 1)0 j)assed on to \ ou, too. 

That 268 pajie hehemoth was [jassed 
on to out Sales Maiiai:er with the fol- 
lowitif; nies>iig(': "Please see that (ill 
scales ])eisotitiel read and initial this 
issue. It's loaded!" 

Congratulations and best regards. 
Lawkeack H. Rogers II 
rice President & General Manager 
WSAZ and IFSAZ-TV 
llunlirifilon. W . I'u. 



\ our Jnl\ 12lh issue was wonderful. 
\our radio section is just what the 
doctor ordered a eonvin( ing si,)r\ 
for advei listers wito ha\e started to 
\Norr\ ahout the size of nighttime ra- 
dio audience. Please send us a half 
dozen extra copies of \our Jul\ 12tii 
issue or in the event that \ou plan to 
])ut your radio section into some re- 
print form, the re])rint will suffice. 

Congratulations ! 

NOKMAA MaTTIIKWS 

W'DIX 

Orangeburg, S. C 



Ha\e just skimmed the eighth Fall 
Fads issue of ^PONSOH and can only 
stand aghast at the nionumeiilal task 
which was accomplished so Avell. 

However, I would be remiss in niy 
responsibilities to the many Spanish- 
language stations in the Southwest 
which we rejiresent if I did not point 
out that the estimate given for Spanish- 
sj)eaking j)eoj)le in the El Paso-Juarez 
area is incorrect [12 July 1954. Spot 
radio section. j)age 222]. 

El Easo county contains 130,000 
S|)aiiish-sj)eaking j)eo])le. Juarez con- 
tains well o\er 100,000 more, and a 
very large number of these Mexican* 
regularb shop in El l*aso {h cost- but 
one cent to < ros« the bridge into El 
I'aso). SuHk e it lo say the market is 
big enough lo warrant the first al 



Might we also mention that the li- 
juatta-.'^aii Diegcj trading area iticludes 
-jpj)r()xittialel\ 200.000 Sjjaiiisli-speak- 
ing jjeojde. A \ery large percentage of 
the itierchandise used in Tijuana and 
the rest of Haja California I Mexico I 
citranates from the I'. S. since Baja 
(California is cut ofT ftoni the rest of 
Mexico. 

Ma\ 1 u--un' .'ii'o.NsOR and its read- 
ers tliiit on the ba-is of my most re- 
cent \isit to several of the key Spanish- 
speaking areas in lexas, and current 
(le\ elopmetils at the national selling 
lex el. .s|'ONs()h'» past estimates of in- 
creasing attention to this important 
j)art of lite market are aitiph 

ju-lifted. 

Arthi'r Gordon 
Sales Manager 
National Time Sales 
New York 



ALL-MEDIA BOOK 

^ome of our account executives and 
all of our ke\ media people have been 
following \our .All-Media Study and 
lui\e found it itnaluable. The eolleet- 
e(l issues are l)eitig retained in our li- 
brar\ for general use. 

I would like a copy of this material 
when it is released in book form, and 
am enclosing my personal check t<4 
tiner. Please have il mailed to me. 

spo.N.sOK is toi)s on my list for up-to- 
date, worth-while information. 

Edith Curtiss 
Media Director 
Rhoades & Davis 
San Francisco 



Congratulations on the July 12 issue 
of SPO.NSOR containing your Fall Facts. 

I am enclosing our check for SIC. 
Will you please send us four copies of 
the AII-.Media Evaluation Studv which 
you are now rejjrinting. 

Walter J. Rothschild 
General .Manager 
Lee Broadcasting Co. 
QuincY, III. 



\ ou are to bo congratulated on the 
Aer\ coiiij)relieiu-i\ e All-Media Study 
which I lia\e followed (]uite closely for 
sexeral \ears. 

-My only regret is that spot and net- 
work were not handlcil as sej)arate me- 
dia. TechnicalK. of ( ourse, spot and 
S|)aiiisli l\ station serving the L'. S. network arc co\<-re(l under a single 



(XEJ-TV). 



i J'Icase turn to page 21 I 
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. . . liapx)y on 
all accounts! 

Especiiilly happy for these HPL accounts 
because The Housewives' Protective League 
draws big returns. Among the more than 
250 current or recent users of HPL you'll 
find sonie of die biggest national and 
regional advertisers in the country. Many 
of them have been W'ith HPL for years. 

Happy, too, for HPL because these 
sponsors have shared in making this year- 
cur Twentieth Anniversary^an important 
milestone. During the past twenty years, 
they've helped us grow from a half-hour, 
one-station show to a sales-making 
program service on thirteen of the nation's 
biggest stations. And over these years, 
they've stamped HPL as "the most sales- 
effective participating program in 
all broadcasting! ' 

To its many participating advertisers. 
The Housewives' Protective League wishes 
continued success and many more happy 
returns ... measured in solid profits! 

THE HOUSEWIVES' 
PEOTECTIYE LEAGUE 

''The program that sponsors the product' 

485 Madison Ave., New York • Columbia Square, 
Los Angeles • Represented by CBS Radio Spot Sales 
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Trying To Reach 



KANSAS CITY? - SYRACUSE, N. Y.? - OMAHA? ■ PHOENIX? 

• Call on a Meredith'^' Radio Station to do the job for you. 

Yes, there are Meredith* Radio Stations in each of these important markets. 
These four stations have a combined total of 87 years of broadcasting experi- 
ence-an average of more than 21 years for each station. 

Take your sales problem to an experienced station • • a Meredith' Radio Station! 

Meredith' RaJ/a Stations 



1 


KCMO 1 






wow 




KPHO 




KANSAS CITY,MO. H 


SYRACUSE, N. Y. 




OMAHA, NEBR. 




PHOENIX, ARIL 



KCMO, WHEN and KPHO represented by The Katz Agency --WOW represented by John Blair & Co. 

'^'Meredith Radio Stations Are Affiliated with BelterHonies and Farmin^i Magai 

and Gardens ^ 



izines^ 



! 
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SPONSOR 



headinji of '■Broiidcastrng," but they 
are just as much competitive media as 
are newspapers and magazines. 

Certainly if >uu applied either srON- 
sor's of Young 1^ Uubicain's perform- 
ance ratings to both network and sj)ot, 
you would get an entirely dillerent 
over-all rating for each medium. 

William H. Weldon 

President 

Blair Tv, ^'eiv York 



• SPONSOL's 26-part All.Mi-<lia Evaluation Sc- 
fi»*H Hill he publi>hefl in hook form this month. 

^ ou may rcsrrvr your copy 



Price i> SI each. 

noH by Hritin^ to tj) East 19 St., iNew York 1" 



WEEKEND RADIO 

We should appreciate it if you would 
;send us 100 copies of your reprint on 
weekend radio ["Weekend radio: are 
you missing a good bet? ' Part I, 14 
June 1954, page 36: Part 11, 28 June 
1954. page 33]. 

William A. Schweitzer 
Program Director 
WEBR, Buffalo 



Please send us 50 copies of your 
leprint of weekend radio. . . . 

M. M. Rochester 
General Manager 
KSEL 

Lubbock. Tex. 



May we have 25 additional copies? 

J. Arthur Dupont 
General Manager 
CJAD 

Montreal, Que. 

• Reprints of the two.part series on weeken*! 
^adio cost 25e each. Quantity prices on reqncii-t. 



RADIO BASICS 

I consider your publication of "Ra- 
dio Basics" as the most important tool 
I have in selling time. ^ on have man- 
aged in a very easy to understand and 
dramatic style to put over the fact that 
radio is vital, full of pep and ready to 
do any job that any advertiser wishes 
radio to do. '"It's great to be alive — 
in radio." 

Please send 200 copie- of "Radio 
Basics." Bill as usual. 

Joe Milsop 

Manager 

WCPA 

Clearfield, Pa. 

• Reprints of Radio and Television Basics may 
b'e ohtaincd hy writing to 40 East 49th St. The 
cost is 30c each. 
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27-COUNTY 
CALIFORNIA 





TELEVISm(N^II\^ 





STOCKTON 



4,282,500 



With a population coverage - 

Uting fvom 4.000-tt^Mt^O^",'^°eisco, and 
Transmitting j, {,.om ban r 

„,,OOO.atts 
„s,ng.a..nn.approveapo.oro .^^^^^ 

^ . VHF station in ^^^^^^-J^f areas such as 

Joniia valley-- *„f,„d Modesto 
Sacramento, StocK ^^^^^^ 

KeaeMng the s^onf S^^^^^^^^ 
buying PO^^•e^ 

Francisco) ^ top 

Blanket-. «„r«ran1. 
^^'''f as national interest. 



TELEVISION DIABLO, INC. 

225 East Miner Ave., Stockton, Calif. 
450 Ninth St., San Francisco, Calif. 



BLAIR 



represents KOVR nationally 



I 





STORER BROADCASTING COMPAN . 



WJBK • WJBK-TV WAGA • WAGA-TV 

Detroit,. ^ich. Atlanta, Ga» 

WBRC • WBRC-TV WWVA WGBS 

Birminghaimi, Ala. Wheeling, W. Va. Miami, Fla. 

NATIONAL SALEjS HEADQUARTERS: 
TOM HARKER, V. P., Nptional Sales Director BOB WOOD^ Midwest National Sales Mgr. 

USE. 57th St., New York 22, Eldorado 5-^769a * 230 N. Michigan Ave., Chicago 1, Franklin 2-6498 



WSPD ..WSPD-TV 

Toledo, Ohio 

KGBS • KGBS-TV m 
San Antonio, Texas H 



NO CLOSE SECOND 
to Cost per 1,000 
Homes in the Big 
60 County, 4-State 
KSOO Trade Empire 

330,665 Interference-Free 
Homes in this Rich Farm Area 




Over 9 9 '/2 % o f t h e 
households in our inter- 
fcrence-free coverage 
area have radios — and 
KSOO covers 65% 
more people than Sioux 
I'alls' number two station. That's a big 
bonus for buying KSOO time! More lis- 
teners per dollar spent means lower cost 
per 1000 . . . 5 5.3% lower than the second 
station according to NCS Report. In going 
after sales in these rich farm states — 
schedule KSOO to reach more people for 
less cost. Write for county-detail cover- 
age map. 

The Dakotas' 
Most Powerful 
Radio Station! 




SOUTH DAKOTA 

^ SIOUX FALLS 



MINN. 




IOWA 



KSOO 

Sioux Falls, $. D. 

Naticmally Clear Channel 11-40 KC 
AHC Radio Affiliate 

10,000 WATTS DAYTIME 
5,000 WATTS NIGHTTIME 

Represented Nationally by Avery-Knodel, Inc. 




iSew developmenis on SPOiXSOIl stories 



Sec: "I{a<lio-l\ roiinii*; up f^wt Ul-lniitV 

Issue: 31 >Ia> 19:i4, jKis<- HO 

Subject: '<» -|)iir -liiKfli-h aul«) •.ah'>. «taiiir- 
fa<Iiir<T» ar<' tiirniii^ iiicrea^inKl.* to 
air iiio'lia f«r llieir a<l\«TlI>inj!; i)H«h 



W ith 193 1> aulomohilc rate more lliaii half over, if.s Chevroh-l 
by a nose, Ford secoiul. Buick coniing uj> ihird. Ohl^niohile raciu<^ 
pasl I'lymoiilh for fourlli. Thafs ihe way America".* Jeading cars- 
ranked al Jul\ s end l)aijed ujjon prodnclion figures coiii|jiled ij\ 
Automotive \eivs, auliiorilali\ e aulo Irade paper. (I'roduclion fipr- 
ure? are considered an index of sales slanding. ) 

The leading cars were also ihe leading radio and Television ad- 
verlisers. Since .'<l'0.\S()l{'s roundup covering ihe firsl quarler ihis 
year, llie big car companies have slood pal or added lo iheir air 
adverlising. .Mosl of llie new radio and l\ aclivil\ during the secand 
quarler is among cars wliich are 'ilriviiig lo hold ibeir own or in'' 
crease iheir share of ihe ina'rkel. 

Chr)sler, for inslance. in addilion lo .MiC W "exlravagaiizas," 
will si)onsor Mr. & Mm. Aort/i ne\l fall (Tuesda>. 1.0:.*^0-1 1 :00 
p.m.) , also on \HC 1 \ . 

De Solo has renewed You Bet Your Life for another \ear on NBC 
Radio and Tele\ isioii. I he network sa\p il s the largest combiiiatioii 
coverage of anv show: it's on 208 am. 137 tv slalionsi 

Nash, which sponsored 13 teleca-ts of CBS 'IN 's Danger, will 
become cospoii?or of Disneyland on ABC starting 27 October 
(\Vednesda\. 7:30-8:30 p.m.). This summer Nash sponsored Stage 
Show on CBS T\' (replacement for Jackie Cleason I for five weeks. 

Cbe\ rolet picked up extra summer-only ])rograms. loo. It s s])on- 
soring 12 five-miniite newscasts weekly on CBS Radio for 13 weeks. 
Cost of the $2-50,000 package is being borne by the Chevrolet Dealers 
Association. Clievvy sponsored the Soap Iiox Derby 15 August, also 
on CBS Radio. 

I'lvmoutb comes in for a one-time shot next Tliaiiksgiving when 
it will sponsor the Detroit Lions-Creen Bav Packers football game 
over the Du .Mont Television Network. 

Other summer and fall sponsor-hip was reported in the 31 .May 
issue of si'ONsOK. Mo t of tiie changes in the auto race since tlieli 
have been in production ranking, in addition to Ford s loss of first 
place to Chevrolet and Plymouth's drop to fifth place, there were 
these changes : Dodge, which was ninth, now is eighth; Cadillac was, 
tenth, is now ninth; Chr\sler was eighth, is now tenth. 

Also — since 31 May— Packard and Sludebaker merged to form 
the Studebaker-Packard Corp. *"■* « 

"Disneyland" lalenf rehearsing nev< fall series (ABC TV), cosponsored by Nash 
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Old-timers in the Northwest say Paul 
Bunyan invented farming. Invented the 
steam shovel too — to dig potatoes with. 

But Bunyan would be small potatoes to 
Northwest farmers today. Agriculture 
in WCCO's 4-state area is big business, 
with annual income of better than 1.6 
billion dollars. It's a business peculiarly 
dependent upon weather and market 
conditions, so Northwest farmers depend 
heavily on WCCO's farm broadcasters, 
Maynard Speece and Jim Hill. The result 
is that Messrs. Speece and Hill do 30 
information -packed programs a week, and 
reach a rural audience, throughout 
WCCO Radio's 110-county basic service 
area, of more than 900,000 every week! 

WCCO Radio's farm shows command 
a uniquely loyal and responsive audience, 
ideal for any advertiser with products to 
sell to farmers and their families. Like a 
big yield in the Northwest? Sow your 
sales messages on VVCCO RADIO 
Minneapolis-St. Paul ■ 50,000 watts 
Represented by CBS Radio Spot Sales 



MIEY ROBB 

(Two B's,M You Please) 

THOMAS 

He might offer you a nether 
explonotien, but to his spon- 
sors those two "B's" mean 
0I9 Bui\n9i». 




Popular music, personality in- 
terviews, frequent news and 
sports reports and pleasant 
chatter about Milwaukee events 
— that's the "R.T." formula on 
Robb's mid-morning "Record 
Shop" and late afternoon 
"1340 Club." 

Milwaukee loves it, loves 
WEMP's round-the-clock disc- 
jockey personalities. And so do 
dozens of national advertisers. 

Join them and find out how 
WEMP delivers up to twice the 
Milwaukee audience per dollar 
of Milwaukee network sta- 
tions. Call Headley-Reed! 

ttftfl '^lili'^ ratf%. 





Kivk L(*iYfMt/ite iSUlinys 

Advertising director 
Emerson Drug Co., Baltimore 



It > siinall wonder lliat Kirk Billings. Eiikmsoii Diu<i s ad\erlisrn<r 
dirtH-tor I in picture abo\ t*), ha;? a hiy. smile for IClla Raines. P'or one 
thill'! he s a bachelor. Furthermore Ella Haines stars in Janet Dean. 
a half-hour film drama about iuirsin<i which Billings houghr for 
Broiuo-Seltzer. 

"*\\'e ve alwa\s like tv. because jiroprietaries need to be drama- 
tizetl,"' Billings told .sponsor. "The Janet Dean jjrojiraiu seemed, 
like an ideal show for us because our connnercial and cop\ thenre 
for the iiast two \ears has been a series of testimonials by nurses. " 

Originally Billings thought in terms of putting the show on net- 
work, but ran into ^ome difFiCulties : No network lineup would coin- 
cide with the firm s sales coverage. ANo network time costs were a 
bit rich for the firm'* estimated S2 millicni ^mdget. The soluti<ni? 

Lennen & Newell. Lnierson s agencx since Jnl\ 19.52. placed the 
drama in 25 tv markets on a spot basis starting in April 1954. 

"That wa\ we reach the audience we want in the cities that are 
most important to us." Billing> said. This t\ effort is supplemented 
\\ith 20-second film commercials in some 30 secondary markets, with 
an average fre(]uency of two announcements a week per market. 

"Since Bromo-Selt/er users are adult men and wom<'n, ' Billing- 
rontiiiued. "we tr\ to place both the show and the amiouncement-. 
between 7:30 and 10:30 p.m. I hat wa\ we get an adult audience. * 

I iitil this \ear radio and tv together never took up more than 
50' ( of the firm > budget, with the remainder going into newspaper^., 
The Janet Dean film, however, is the costliest tv prograjii biiv Bro^ 
mo-Seltzer has made to-date: ju-l un(l<?r SI. 4 million for time and 
talent, or 10' < of the total budget. 

A Cornwall Productions jtackage. the show is di.-tributed fshrough 
MPT\. A tvi)ical Janet Dean slorv dealt with a voung woman re- 
turning home after having been struck with polio. The balf-honc 
drama explored her ll^vchoiogical adjn>tmeiil. 

Prior to its Janet Dean ^poIlsor^hil). Bromo-Selt/er had leaned 
beavilv toward half-hour nighttime radio and Iv mvsterie^: Inner 
Sanctum on radio for five vear*. RocLy Kins: on l)T\ during sum- 
mer 1951. the NBC Tandem Plan in 1952. 

Sav- Billings: "If v\e"(l bad a ^hov\ tailor made for our need* we 
conldnt have produced one more >uitable than Janet Dean.' * i * 



WEMPwEMP-FM 

MILWAUKEE 

HUGH lOICE. JR.. Gm. Mgr. 
yEADLEY-REED. N«tl. Up, 

24 HOURS OP MUSIC, NEWS, SPORTS 
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We're proud of the results 33 years experience 
enables us to give to you, our sponsors — and 
we're proud of the 92% consistent listenership 
within WSPD's 16 county, billion dollar market. 

Let us show you what outstanding results you 
can get by taking advantage of WSPD's experience 
and WSPD's loyal listenership. Call your nearest 
Katz representative or ADams 3175 in Toledo. 




-AM -TV 

TOLEDO, OHIO 



Storer Broodcosting Company 
TOM MARKER. NAT SALES DIR. 118 E. 57lh STREET, NEW YORK 



Represented Nationally 
by KATZ 
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SHOW..'' 



//V 



NOW ... READY 



VIVID RADIO DRAM] 

tAUT With suspense and EXCITEMfj 
MR. D. A., HARRINGTON AND MISS 
»^CHAMPION" THE CAUSE OF LAVj 
ORDER! 



ORCERS IN ACTION! 






technical SoperviS" 
ion Through the C6- 
operation of the Los 
<*ilngeles Law En- 
forcement Agencies, 



HURRY . , 

GET THE FULl 
FACTS ON EX- 
CLUSIVE' RIGf«p 
Cm your MTiX- 
K|T . . wriJ», 
illir i t £ , p h o n • 
(odQY 



AMPION OF THE PEOPLE" 





RANK 'AARKET 

2 Chicago 

3 Phl\ade\ph'° 

A Las Angeles . ■ • 
5 Detroit 
A Boston 

7 Son f rooosco . ■ 

g Pittsburgh • 

9 Geve\or>d ■ • 

10 St. TIE 



^2 Atlonto 

13 Hew Hoven. 

14 6o\tir"Of® '■• 

15 provider>ce . 

16 ^Ai^w°"^^^ 1 

' . c* Pool 

17 ^Alr^r^■-^'• 
Woshir>g<°" 

yQ Cincinno^' • 
-♦.ngton 



5 447,800 
7>36,200 

• 6 284/00 
■ ^ 5 793,100 

• 5 132,600 
;,783,700 
A 027,600 

• 3'969,900 
3 936,100 
3p83,800 
3,035,000 

... - 2 738,100 
2 696,300 

2 683,400 

2 635,400 
•'2 565,100 

'2 365,400 

2 246,700 
•■- 2 095,200 

• ••• 2094,600 






n television potentic 



March, 1954 data from Television Magazine ranks 
American markets according to population in the coverage 
area of the most powerful television station In each market. 

Charlotte stands 11th in tine, outranking such markets 
as Baltimore, Minneapolis, Buffalo, Kansas City, 
Washington and Atlanta. 

Only Charlotte and Atlanta among southern cities 

make the first 20, and Charlotte's rank is a move upward 

from 12th in 1953. 

The signs of Charlotte are signs of a market far more 
important than city size indicates. Ranking only 72nd 
in the nation in city size, Charlotte is 55th in 1953 
construction, 36th in wholesale sales and 4th in 
emplaned air passengers per capita. 

Equally outstanding are Charlotte's great area stations, 
50,000 watt WBT and top power WBTV, 100,000 watts on 
Channel 3, deserving the first appropriations of any 
advertiser doing business in the Carolinas. 




WBT-IUBTV 



J CHARLOTTE, N. C 



Gcw-eA42x^ to- McUcit tke ManJzei 

Represenled Nalianall/ by CSS Radio and Television Spot Soles 



The Rodio-TV Services 
of (he Jefferson Standard 
life Insurance Company 



J 
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SPECTACULARS: 

NBC TV is going all-out with television spectaculars, 
has lined up Saturday-Sunday-Monday schedules with color extravaganzas as the 
anchor. First show, 12 September, features Betty Hutton (left). CBS TV 
will have its own, including name-star Broadway vehicles for Westinghouse 




Herewith a t€»|iic-by-topie report flc^sigiieil to give adiiieii per.speetive on 
the star-.stiiflflefl pro|»'raiii lineups on the major wehs this fall 



jf^he biggest, fanciest network tv pro- 
gram lineup will compete this fall for 
the attention of the nation's over-31.- 
000.000 tv families. As the advertising 
battle lines became clear last week, the 
■'big picture" of fall network tv looked 
like this: 

1. Dollar Spending. By sponsor's 
estimate, based on a surve} of the four 
tv networks, advertisers will be pour- 
ing $400,000,000 into time and talent 
for network tv this year. This will be 



by Charles Sinchtir 

the biggest shower of advertising dol- 
lars to be channeled into network-level 
spending in the history of broadcast- 
ing, topping the expenditures on major 
radio networks in 1948. the all-time 
rarlio peak. 

2. Show costs. Although the cost 
trend nosed down last fall, the outlook 
this fall is again for an increase. Show 
costs, according to estimates of the pro- 
gram chiefs of the four networks, will 
be up an a\ erage of '"at least 10*^" 



this fall oyer last, w itb individual show- 
increases reported to SPONSOR ranging 
from to 84'/^. Reason: fancier 

shows, plus some anticipated union 
hikes. Biggest cost increase has been 
in the price of top-name variet\ talent, 
due to competition between the spec- 
taculars. Stars in the Judy Garland. 
Ethel Merman, Martin & Lewis class 
now command — and get — sums in the 
$50,000 bracket for appearing in the 
extrasaganza shows. 
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LONGER LINEUPS: ;:^r1t.r'»' -;;tvrv.;: situation COMEDY: sr^^.T-..r-x^s-.i 

work shows in many cases. "Break The Bank" on ABC TV for Dodge casualties In program lists. "Life With Father" Is typical of replace- 
DIv. of Chrysler Is aired on a total of 175 stations, mostly live ments, goes Into "Danger" slot on CBS TV; latter replaces "Suspense" 



3. i^j)e( luculurs ; color. Gijiaiilic oiie- 
>]\o\ ^liowr- oil a nioiitlily basi? are a 
rninniercial reality this fall, and have 
stirred U|) inurh ])r(>-aiid-(Oii iiKlu>tr\ 
cli^cii;.:rion. >iI3C TV lia> a ^old-out 
!-cliedule of tlieiii duo once a iiiontli on 
Saturda\s. Sunday!- and \Ionda\s, each 
an hour-and-a-half long, each re|)orted 
to cost .S3()().()<)(!. and all but six in 
color. CHS T\ lias two series s<lied- 
uled, one for Clirx^ler and one for 
W e^tin-ihou-e. also featuring fiecjiient 
color. VBC rV has a senii-s|)('cta< ular 
in its weckK houidoiig Disney lond. 
-old to three s|>ons()r-. I)u Mont has 
none slated. nia\ handle such shows on 
s|)ecial order later this season. Vpart 
from the >|)ecta(ulars. Ii<»tli \H(; and 
CHS I \ \\cl)s \\ill lune regular ( olor 
ochcdiiles this fall, although limited in 
<liiantil\ to t\No or three hours |)er 
\Neek. Neither \HC W nor Dii Mont 
|)hiii- Color nctNNorking during I'J.^l-. 

\. Linnips. I'.ach of the four \\ iH>t- 
\Noik- e\|>cc t> til lia\c o\er 200 t< out- 
lets laltliouiih a niimlx r are -hared af- 
filiation- I thi> fall. \t the -aiue time, 
main ;id\ erti-ers are <])iirred toda\ In 



the necessits for "hard sell in a com- 
l)etitive economy and the desire to 
amortize rising t\ costs against the 
biggest possible audience circulation. 
Result: Station lineups for network t\ 
shows uill almo-t iinariahh be longer 
this year. A four-network checkup 
shows the following increases: CBS 
7/ ; G0^( axeraiie increase at iiight, 
2.5'"? in da\time: \BC Tl : .55' < at 
night. IS^y in da\time: ABC Tl • 
about 50' ( at night, about 10<~^ in 
daytime: Dn Mont: 1.5' J at night. 
25'/c in da\ time. 

5. Slioic control. The glossiest net- 
work packages this fall, with few ex- 
ceptions. ha\e been created b\ net- 
works. Hut jjackage producer*, film 
s\ndicator> and agencie- are all >tak- 
ing out claim- in the t\ lineups this 
fall. rSetwork:- rei)iMted the following 
-ituations; On NBC T\ and CBS T\'. 
leaders in network-created program- 
ing, about four out of e\er\ 10 niglit- 
liiiic -hows will be |)rodiiced \n an ont- 
-ide packager. On \1>C \ \ and Dn 
Mont packager- lia\e made even big- 
ger gain-: -how-^ on tlie-e networks 



produced b\ outside firm now amount 
to more than half. Among the pack- 
ager? re])reseiited this fall: Walt Dis- 
ney: GooiJson-Todman : Barr\. Rnright 
& FriendK : Screen Gems: l l' V: Mas- 
terson. Beddy & .Nelson. MC.\ T\'. Two 
reasons are cited cbien\ for the pro- 
dnction upbeat of the independents: 
llj networks are too busx producing 
big show - t o produce low -cost ones, 
and (2i many producer- ha\e iiioxed 
in with exclu^ixe star coiitract-s or "ex- 
clusixe ■■giiiimick"' shows. 

0. All battles: Network t\ v>ill be 
the scene of a number of titanic adver- 
tising -truggle? between the leaders in 
xarious indiistrx categories this fall. 
1 he automakers sucli as General Mo- 
tors. Clirxsler. Ford and the largest 
inde|)endents are gambling niilliona 
in e\er\ thing from network i)articipa- 
tioii ?how.- to the glos-iest monthly 
-pectacular-. Tobacco firms, continuing 
their "hard -ell war against the can- 
cer scare and each other, have stepped 
np their network -i)ending or have 
substituted faiu ler programing. \}»pli- 
ance firm:-, under beav\ dealer |iref- 



32 



SPONSOR 





MEDIUM-PRICED TV: 



NBC TV woos modest-budget 
sponsors with "Today-Home- 
Tonight" trio of participation shows. Sales chief Joe Culligan confers 
with Dick Plnkham, head of NBC TV's Participating Programs Dept. 



LOW-PRICED TV: 



Most flexible of tv nets, Du Mont 
offers everything from major line- 
ups to one-minute network participations (20 outlets) on "Paul Dixon" 
daytimer for net price of $1,419.38. This is cheapest tv web fall buy 



^ure for h support, are among net- 
work tv's biggest spenders, rival the 
auto firms in many cases. Other slug- 
fests in tv were shaping up as spoiNSOR 
went to press between lipsticks, low- 
sudsing detergents, dentifrices, gaso- 
lines and hair preparations. 

That's the basic situation at a glance. 

Here, as the result of a SPONSOR 
analjsis of the fall tv programing pic- 
ture, is the situation in more detail : 

Wetu-ot'U hiUiitfis: An important part 
of the story of the 1954 fall t\ network 
lineups can be told in the estimated 
billings of each network, particularly 
as it compares with the figures from 
last year. 

Accordingly, sponsor asked officials 
of each network to make a guesstimate, 
based on contracts now in the house 
or expected to be signed before fall, as 
to the total gross billings for the cal- 
endar year of 1954. This was the re- 
sult of their conservative estimates: 

Gross Billings for 19}-! Com fiared '33 

h'etwork Amount I'.I.Ii. /i^i/rcs 

CBS T\' 5100,000,000 Up 2.6% 

MiC l\ $98,000,000 I'p 1.6% 

ABC TV S38,000.000 L pSI.0% 

Du Mont $17,000,000 I'p 87.5% 



Admen will see at a glance two strik- 
ing facts: (1) NBC T\ and CBS T\ 
are reaching toward the saturation 
level with virtualh all evening time 
slots sold. Growth potential now lies 
ill jjarticipation shows, fancier shows, 
longer lineups. (2j ABC T\ , due to 
major program gambles, is mo\ ing up 
(juickly into the big leagues. ha\ ing 
nearly doubled its business this \ear 
as against last. Du Mont, with plenty 
of room to grow, is aUo making sizable 
.-trides. 

Total gross billings for all four net- 
works this year, not counting program 
costs (except for participation pack- 
ages) : $253,000.000 — an increase of 
a little more than ll' r o\"er last year. 

The talent tab on all four networks 
has grown e\en faster. The four-net- 
work outlook for talent and production 
charges in network tv this year is esti- 
mated b\ web executives to be $147,- 



progra ming 



000,000- up nearly 20<, o\er last 
year. 

Froffrriiiiiiif/ j)/iifw.voj)/ii/: Thumb- 
nailed for advertisers, networks are ex- 
pected to present these patterns for 
fall : 

1. CBS Tl . Biggest iiione) maker 
in terms of advance estimates of total 
billings, CBS TV is holding the pro- 
gram reins of the network \'er) close- 
ly, is sticking to a ]3olic\ of well-pro- 
duced "family-appeal' shows with as 
little sliakeups as possible in the pro- 
gram lineup. At CBS TV sponsors 
will alternate more often than pro- 
grams; film shows will increase some 
20' /f . Although color. spe< taculars 
and "'magazine" shows are all slated 
for inclusion in the network lineup, 
they are subordinate to the main phi- 
losoph) of a "'stabilized fall lineup. 

2. t\BC TV. NBC T\' s fall lineup 
is geared to the razzle-dazzle s|)lasli of 
rotating shows and sponsors. Color 
spectaculars, with big-name alternating 
shows in between, are a feature of 

{Please turn to page 136) 
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spot radio 
budget is tonic for W. 

3larkol rososireli led (oiiic firm ti> riiclio: sales (ripliMi in J| yfear-s 



lifti tile Indiana of (»eur<;ia 
lnt'wcd up an lieil) i(Miir(l\ \\a\ liack in 
colonial (l.i\>. tlie\ piobabK ^ciit up 
^nloke sifinaU to let other Indian* know 
tlir\ liad "heap {iood nirdiciue.' 

lJut toda\ tlie Co. of Atlanta, 

(ia. (wliicli adopted the old Indian for- 
nuda iinpro\ed it. ai d ^taiiod to mal- 
lei it a- a heal li toii'c o\er 12.i \car- 
i.in) I find? that >piiding out radio ^ijr- 
nal> i> a \pr\ efTecti\e \\a\ to let peo- 
ple know alvout S.S.;5. tonic. 

>in(e lO.iO. when the firm detided 
to u-e ratlio. >.S.S. >ales lia\e shot 



up o\er SOC^f. Toda} the conipanj 
sa)* it i> the top-selliufi liquid tonic on 
llie market. 

liut a few short \ ears ago. S.S.S. 
^^r.ie~> were far from healthy. In fact, 
tlie\ had been ailing all during the 
\car> following World War II and 
d'dn t >ecMi to improve despite exten- 
si\e new paper adxerlising — some of 
it in ( olor. Finallj , in 1950, the firm 
decided that it needed to reevaluate 
it- entire ad\ertising approach. 

It wanted facts before it took an) 
steps, .-^o it called in A. C. Nielsen 



Co. tc) make a marketing stud\. Based 
on .Niel.-en findings. S.S.S. and its 
ad agenc) . then Henr\ J. Kaufman & 
Associates of W ashinglon. I). C con- 
cluded that spot radio might be a good 
additional medium. 

Initial radio tests supported this ccjn- 
clu>ion. brought encouraging results. 
S.S.S. innnediatel) started to expand 
its radio use, has continued to do so 
until toda\ it is buying time on 30.i 
stations from coast to coa^t. 

The companx now devotes 80*^ f of 
its total budget to spot radio: the bulk 



Kinlia is S.S.S. .Utiles f«r«*«'; Tonic company has no sales staff 
as such; radio is not only expected to build consumer demand but to 
expand distribution as well. Theory has worked fine, sales are up 



300% since radio use started in 1951. Company officials llle (below, 
I. to r.) Olen Vernon, promotion mgr., Lamar Swift, executive v. p., 
Charles Parr, sec'y-treas., personally visit field, oversee operations 






S.S.S. admen check sales, help druggis's set up product displays. Olen Vernon, Agency 
President Marvin Day, Acccunt Executive Tad Mower, push S.S.S. in Atlanta drug outlet 



of the rest goes into newspapers. Its 
1954 allocation for air advertising is 
over S700.000. 

In September the firm plans to 
launch S.S.S. tablets (the tonic in tab- 
let form), is now stocking wholesalers. 
The tablets will share advertising at- 
tention equally with the liquid tonic. 

The S.S.S. Co.'s advertising serves 
a double function. The company relies 
on it not only to build consumer de- 
mand, but also to act as the firm's 
sales force. S.S.S. has no sales force 
in the usual sense of the word. One 
merchandising-promotion man ( Olen 
Vernon I periodically contacts whole- 
salers and retailers. Company officials 
also frequently take trips into the field. 
But. says Lamar Swift, executive vice 
president, they spend more time check- 
ing results than writing orders. The 
firm has found orders take care of 
themselves once demand has been cre- 
ated. When wholesalers and distribu- 
tors know an item is in high retail de- 
mand, they are happy to stock it. says 
Swift, because the\ know it will move 
well. 

Today, nearly every drug jobber in 
the United States carrier S.S.S., the 
firm told SPONSOR, and 90^f of the 
tonic's sales are made through drug 
stores. 

One major result of the radio adver- 
tising has been an increase in the 



number of non^drug outlets handling 
S.S.S. — such as grocery, variety, de- 
partment stores, commissaries, filling 
stations: the>e account for the remain- 
ing lO' c of sales. During 1953, near- 
ly 300 new jobbers took on S.S.S.; 
most of these were grocery and spe- 
cialty distributors, types of jobbers 
which had rarel) stocked S.S.S. before. 
They are largely located in the South- 
east and Southwest and serve the rural 
trade primarily. 

S.S.S. is sold in all 48 states and sev- 
eral foreign countries. Its heaviest 
sales areas in the U.S. are in the South, 
Southwest. Middle West, Plains States 
and on the West Coast. The radio ad- 
vertising is placed in rough propor- 
tions to anticipated as well as actual 
sales with the heaviest volume in the 
South. Xo air selling is done in north- 
ern \ew England. 

Peak sales seasons for a liquid tonic 
are in the spring and the fall and pre- 
vious to its use of radio the company 
would advertise only during those sea- 
sons. Soon after S.S.S. had started in 
radio, company executives asked them- 
selves \\h) people shouldn't buy it in 
the summer and winter as well, de- 
cided to test the idea by going on the 
air year- round. Result: profitable sales 
round the calendar, though the spring 
and fall still represent the high points. 

Previous to 1950. S.S.S. bad placed 



all its a(l\('rtistng direct, was u>ing 
chiefl) newspapers, almanacs and farm 
tnagazincs. W hen it decided to over- 
haul its approach, it fell the need for 
retaining an advertising agetic\ . First. 
llcnr\ J. Kaufman & Associates of 
\\ ashington, I). C. ga\c counsel, aiderl 
the firm lo get started in >pot radio. 
I hen in 1951, when Marvin 11 l)a\, an 
executi\e v. p. at S.S.S., resigned to 
join the Tucker W^avtie agency in \l- 
lanla as an account executive. S.S.S. 
mo\ ed its account to that agenc\ . 
\\'a)ne represented the firm till last 
\ear when some of the principals of 
that agency formed a new one, Da\ . 
Harris. Mower & Weinstein. At the 
agency. Marvin Day remains S.S.S. 
account supervisor. Clarendon iTacU 
Mower Jr. is account executive. 

When the company decided that 
its advertising policies needed reeval- 
uation in 1950, it called in the A. C. 
Nielsen Co. to get answers to these 
questions: Precisely where was the ton- 
ic being sold most and where was its 
best market potential? Also who were 
the '"typical" tonic users — average age, 
race, sex. 

A. C. Nielsen delved into these ques- 
tions and after extensive testing deter- 
mined just where S.S.S. sales were 
strong, which areas were weak, also 
compared S.S.S. sales with competition. 
The company states that one of the 
more surprising facts turned up by 
Nielsen was that a liquid tonic could 
be sold in practically every market of 
the U.S. 

The research into the nature of ton- 
{ Please turn to page 120 1 



S.S.S. to launch tablets 

After Labor Day, new S.S.S. tablets 
(the tonic formula in tablet form) 
wiN hit the market. As soon as 
the firm finds where the best 
tablet market exists, it may slant 
advertising accordingly. A spot 
check of retail druggists in New 
York City turned up ihe fact that 
in the outlets contacted, health 
additives in capsule form sell 
much better than the liquids 
(though the leading sellers come 
in both forms). If this is any 
indication, it would seem that 
S.S.S. tablets would find biggest 
demand in metropolitan areas, 
iquid S.S.S. sells best in 
rel areas of the South, Southwest.) 



iillllllllllllllllllllllllllllllllllllilllllllllllli 

case history 

iiiini[iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiii^^ 
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Foofe, Cone & Beld'tng's media people ( pictured above) are special- 
ists, except Paul Gerhold (seated in center) who's an all-media man. 
Below Gerhold the department is divided into print and a>r media 



specialists, including (I. io r.) Timebuyer Pete Bardach, Spacebuyer 
Stan Paltson. Looking over Gerhold's shoulder is Art Pardoll, dir. 
broadcast media. Spacebuyer Bob Meyers sits far to the right 



TIME BUYING 



Port of a m-ni X 



HI. The media s 




/>v Evelyn Konrad 



^ \ ft'Vtr liatl <auglit up with Mour- 
IVi fumes. I ho iMunpaiiA was de- 
Icrmined Io <;t*t a top network show 
ii<:ht hefore Christmas I'J.i.^. 

Thore was ju>t one prohleiii: wheic 
to find a pre-ti<:e propert) that wasn't 
>ol(i ipiit'.' The |)rc>>urc was on at 
1' ootc. Cione \ IteldiiiL:. IJolii joi* 
af:en( \ , 

" I hi> is the sort of thiii<; that niakes 
\iin wi>h \oiid fionc into >tiint (l\in<: 
ralher than ad\iM ti>inf;." \rt I'archdI. 
r^( .H» dirc( t<»r of hroad< ast media, 
tohl ^l'(i\^()lt. 

I'ar<h»ll'» pr{K((hire did le-endde 
>ttnit ih inti. Ih- di(hi t (heck ts asail- 
ahrlitic~ lui an'-e he knew tln-rc wcrcn t 
am. In-^tead he picked the -how lie'<l 
ino-t like to 1)U\ and worked from 



there. His choice: ) our Slioii oj 
SItotr.s, \l\C T\. 

I'ardoll approached two of the 
Sltoti of Slious sponsor;^ diret th. Grif- 
fin Shoe I'oH^h and S.O.S. He feh 
theje client* had no special ncvd for 
Christnia> selling. 

This reasoning paid off when IJoiir- 
jois got two participations on ) our 
^liou- oj SItous ju-t in time to stimu- 
late Chri>tnias gift I n\ ing. 

Sa\> Paul Gerhold. FCivH s \ .p. in 
(liarge of media and research: *" 1 his 
i> jii^l one instance when knowing 
)oiir wa\ around in the l)u-ine>» meant 
the (lifTcrencc hetween getting a joh 
(lone or not. \ real knowledge ol a 
medium irn|)lie~ liroad ( ontacts and 
;:ood Uiidei -taiid in;i of >e\(Mal related 



phases of a(l\erti?ing he\ on.il media 
themseKes. We feel that no one Inain 
can develop such a degree of faniili- 
aritv with all media. That s win our 
media department is organized to en- 
courage s|)e(iali/ation h\ medium." 

At FCikU the l)u\er and bnving su- 
pervisor i.-* a >pecialist llioroughly fa- 
miliar with all the details of Wi^^ me- 
dium. he it print or air. He cultivates 
contact* within hi* field and keeps up 
with trenr's. e\en at the expense of 
"atherinii knowledsie ahout other me- 
dia. This is what might he called the 
traditional or .-pecialized approach to 
l>u\ ing time or *pace. 

The >i>e<'>ali*t piiiioso|>li\ is at coni- 
pleteh ojiposite jjoles frt>ni the iievS 
approach to media luiving that? irra** 
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Chart shtfws huiv metlia spevialisis SU iiiio FCtSiK tucdia deparinieiit 
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Chart of FC&B's media department, above, shows sharp departmentali- 
zation between print and air media buying, with specialization starting 
on the assistant buyer level through to the directors of print media 
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ACCOUNT 
and MA{2X.eXiNG 
f2£SEA(2CH 



and of broadcast media respectively. Head of the department, Ger- 
hold, coordinates the specialized media information and shapes it into 
budget and media strategy recommendations pending board approval 




Buyer is expected to be expert in his luecliuiii to give 
agency advantage of top linys through personal contacts 



ticed at Y&R, for example. The Y&R 
all-media buyer is versed in all media 
and is expected to concentrate on plan- 
ning strategy rather than emphasizing 
personal contact within each medium. 

I his article is the third in a sponsor 
series describing three major ap- 
proaches to media buying practiced 
among the top 20 agencies. Generally, 
agency media departments fall into 
three categories: semi-integrated, inte- 
grated and traditional. (See brief de- 
scription of the three approaches on 
next page.) 

At FC&B and at other major shops 
organized along traditional lines, me- 
dia planning is done on the top level 
of the media department. 

'"Media planning comes close to 



overlapping with account work," Ger- 1 
hold says. "In our view, it's asking 
too much of any one media buyer or 
any one individual to carry this over- 
all account responsibility. That s what 
a plans board is for. It represents man- 
agement and makes it possilile for man- 
agement to get in on the ground floor 
of account decisions." 

Gerhold. as head of research and me- 
dia, sits on the plans board and repre- 
sents the all-media point of view. He is 
basically the only all-media man. He's 
the one who coordinates the specialized 
knowledge fed to him by his media 
people and shapes it into over-all me- 
dia strategy recommendations. 

A large, blondish man, Gerhold came 
into media by way of research several 



months ago. In his calm, measured 
manner, he is quick to explain research 
thinking as "far more creative than 
people give it credit for being. It's not 
a mere fact gathering, but a probing 
and interpreting." His aim is to trans- 
late this analytic, yet creative approach 
into media thinking, which he feels is 
"often too cliche-ridden.' 

His media department has six spe- 
cialists — three in print and three in air 
media. Together thev huv for the one- 
fourth of FC&B's estimated $77 million 
total billings that originates from the 
agency's New York office. Another 
fourth is handled in FC&B's Los An- 
geles office, half in Chicago. 

\^liat is the function of the FC&B 
{Article continues on next page) 
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tiiin'l»u\t-i witliin tlif iij;cm \ ? lb lie 
( iJiiiplcti'K rciiiDM'd fiuiii ('M'(iiti\e rt'- 
'-poii'-iliililN '{ 

•'Not <il all," -a\- Ci'i IidIiI. "W f try 
to huilil his slaluio an .i^cik n execu- 
ti\e i>\ making; liiiii uii all-arouiul ad- 
MTti^iii^ mail. The wa) to do llii-, \vc 
feel, i- to f;i\e liiiii a niaximuiii of con- 
lati will) and knoNs li'dgp aluiul related 



fields of marketing, research, copy 
ratlier tliaii >preadinfr liim thin over 
all media. ' 

His know li'd<;c ahout Ills medium 
and ahout specifif? of co.-^ts and avail- 
ahilitics is used early in the strategy 
planning; ttage, e\en though he doe» 
not sit in on the early client-agency 
iiie<'tings. 



Here's how Gerhold traces the de- 
velopment of an advertising strategy 
for a new client, as an example of the 
hu\er's function within FC&B opera- 
tion: 

The first contact with a new account 
at FC&B as at any other agency is 
gcneialK on a high management level, 
it i> sliorll) after this initial contact 
that an account supervisor and an ac- 
count contact man are aj)pointed, and 
after meetings with the client there's a 
general orientation meeting. 

"\lo-t of our work for a client is the 
re-ult of group activitv and grouj) 
thinking.' Gerhold explained. "No one 
man is the sole decisive factor in form- 
ulating an over-all advertising ap- 
proach." 

At this general orientation meeting 
there's someone from every depart- 
ment in the agency: account people. 
( op) , art, research and media; Some- 
times Gerhold repre^ents media alone. 
j\t other times he's flanked by Art Par- 
doll, director of broadcast media, and 
("harlie Hofmann, director of print me- 
dia. 

W hen the top media men are ac- 
(juainted with the account, they begin 
to develop a marketing plan. In its fin- 
ished form, this marketing plan ma\ 
be a 200-page tome. Bound in a huge 
black hard-cover notebook, it contains 
every coiiceivabK useful fact about the 
product and its history. These facts are 
assembled and interpreted by Gerhold's 
researc h department, and serve as a 
base upon which the other departments 
can build their strategy. 

Some tvvo to three months ma\ have 
laj).-cd from the initial clieiit-agencv 
meeting to the time when these early 
selections of the marketing plan are 
available for the limebuyer. During 
this time the buyer may have had some 
meetings in which Pardoll briefed him 
on the background of ihe product. 
However, he has not \et been required 
to do any work beyond acquainting 
himself with the new account. 

It is at this point that the tiniebuyer 
truly enters into the picture. The stage 
is set for him. A tentative budget ha* 
been determined bv this time, pro- 
jected from both the previous vear^- 
>ales and market objectives for coin- 
ing year. Now both timebuvers and 
space!>uvers do the spadewurk that will 
enable Gerhold and the plans boanl to 
make media recoininendations. 

The Inivers beiiin to compile lists of 
Wleasc turn to page 132) 




B&B: The group approach 

l)t]v(J(ili(>n of power is the i)rinciple around which B&li's media 
(lepartiiieiit is organized. Tvvo year.s ago the ageiiey's inaiiageinent 
i'elt tliat iio one man could plan tlie media strategy for all the 
aeecuiits in tlie shop. Since then three associate and three assistant 
media direttoi-s liave i)een assigned to account groups. 
liuyiny is done by groups of tiniebuyeis ami S])ace])uj'ers a.ssigned 
to account groups. They are specialists in their own 
media, as are the assistants who work with them. 
Mrdiii sirfirrs inelndes a pool of estimators, contract people, 
media analysis and evaluation personnel upon whom the buyers can 
draw for help with their detail work; This is ths system that lias 
found a large niimljer of converts among top agencies recently. 
(For details see Si'ONSOi? 26 July 1954, page 36.) 

Y&R: The all-media buyer 

Integration is the keyword to Y&R's organization. Philosophy 
underlying it is that media strategy should stein from the man 
closest to a particular account — that is, its media buyer. 
Function of Yi'cR's all-media buyer is primarily that of recom- 
mending a budget, bi*eaking budget down among media and mapping 
out media strategy. He's also buying supervisor over his assistant. 
This assistant. like the buyer, is an all-inedia man who does 
the actual requesting anil evaluating of availabilities unless 
a prohlciii arises. Often he has as much rep contact as the buyer. 
liosset^ over 21 Y&R all-media buyers are five associate media 
directors vvho act as a high-level recoui-se to the media buyers. 
Above them is the media director and his esecutive assistant. 
(For details see SPONSOR 9 August 1954, page 34.) 

FC&B: The media specialist 

S pci-tiilicalion is carried in this type of organization from 

the buying assistant through the buying supervisor. Every 

media man but the head of the department is trained in cither 

print or air media, with stress ui)on related advertising knowledge 

rather than ui)On familiarity with all media. 

Meilid recomiiieiKlalinns are made at the top management level 

liere, hut are based ujn)!! tlie knowledge and information provided 

by the pco|)le within the niediii department. The buyer's 

worth is jud„'('d here not for his ability to iiiai» out 

strategy, 1ml for his >kill in findinp good Inivs. 

Jlistory of this system dale* to the birth and growth of racbo 

when agencies found that they needed a jierson to handle radio. 

{//(/(/(7«- ill tin (ii.riiii) itnfuiiiKj nrtiih.) 
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Admen told SPONSOR they'd like to have 



# A pevUnliv census of ii'lcvision sets 

# Ait up'to-iUtic couniif-hif-vouniif vovcriiffc siiuly 

# A tjuich iLHiy to estimate spot tv costs 

# .§ll(iii(f(ii*(Iir(ilioii of television vnte cnnls 
# 0ofi(ii* figures on expemlitures by spot clients 

S tmpi§ct studies on pvotfvums vs* ininouncenients 

• /lii(fic*ii<*e data by sex^ uye, socio-economic status 

• Effectiveness of spot tv antl other media comptireil 

Aboi/c are some of things admen would lllte to have television pro- ing. But points apply equally to TvB which has now emerged. (See 
motion bureau do. Survey was made this spring when TvAB was form- SPONSOR, "What admen want from TvAB, 14 June 1954, page 31.) 

TvB: new fact soiirce for admen 

Xcw set of initiaLs stands for Television Bnreau of Advertising. It will 
soon be beaming promotion on all branches of tv at agencies, clients 



^/Advertisers and agencies will be 
hearing from a new trade association 
by late fall. The Television Bureau of 
Advertising is tentatively scheduled to 
go into actual operation this October. 
Before Christmas has come it may be 
sending mailings to admen with tele- 
vision data and otherwise launching in- 
to its role as the industry's selling arm. 

TvB will be received enthusiastically 
by admen. (See sponsor article point- 
ing out need for a tv bureau based on 
interviews with admen, "Should there 
be a TV BAB." 3 November 1953 is- 
sue.) In surveys by SPONSOK during 
the months when IVB was uirder for- 
mation, it was apparent admen looked 
forward to creation of a tv promotion 
bureau as a source of buying tools. 

The TvB which emerged early this 



month is the result of a merger be- 
tween (1) the Television Advertising 
Bureau (TvAB) which had been 
planned as a bureau to sell spot and lo- 
cal tv only; and (2) the XARTB"s 
planned tv bureau which had been de- 
signed to promote all branches of tele- 
vision. 

TvB will seek to fulfill the objectives 
of both groups by departmentalizing 
its promotion activities. There will be 
separate sales departments for nation- 
al spot, local and network. Each de- 
partment will have its own manager 
who will report to a director of sales 
and sales promotion who will in turn 
report to a president. The organiza- 
tional pattern might be termed a "fed- 
eralized" structure in that each depart- 
ment will be free to sell hard for its 



own branch of the television medium. 

Merger of TvAB and the XARTB's 
project came about in a Washington, 
D. C;, meeting of 10 television in- 
dustry executives representing both 
groups. The co-chairmen were Clair 

{Please tarn to page 116) 



THIS W E FICHT FO R 

We fight for the prompt establish- 
ment of a tv promotion/research 
bureau comparable to radio's BAB 
or newspapers' Bureau of Advertis- 
ing. (This statement was one of 
those listed in SPONSOR'S plat- 
form of principles run in the 9 
February 1953 issue. See also 
'"Should there be a TV BAB?" in 
the 30 November 1953 issue). 
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YOGURT MADE JUMP FROM BALKAN FARMLANDS TO NEW YORK CITY 





I'^iist ijof/urt lias inodiiced when 
Jialktni fjea.s(nits left ))iillx 
outside. Jiacteria 'ni nij- 
cliaitrjed it into tart, 
cn tard-l ik c food t It a t 
seemed to proeide pep and 
(food health. In 1942 tn u 
Knropcaii hnsi)iessine>i started 
)nakin<i ijofjni t in Xeiv Yorh. 
First year's ad biidfjel iras 

$10,000. This year's is 
$100.000— 80 7c in air media 



M\M mission: to maki 
f ogHii as liiierican as hot dog 

Sales jiiiii|iecl 150% sifter New York-jirea eaiiipai|>ii stressing |iersoiia1ities 



^^aniion \ogurl has not jel achieved 
j)aril\ with the hoi dog and peaiiul as 
a slajjle of the Americim diet hul give 
the compaii) a chaiu c. Starting with 
a product which was originally known 
only to IJalkan |)ca>anls. it has now 
reiiched the stage where it can S(^k 
liroad. rna>s ci>nsuni|)tion in several 
American markets, 

\\ hen DnnnoM decided 16 months 
ago that it was read\ for the hig jjush 
oul>ide it.- Maiduittan eticla\i' to the 
entire metropolitan area and hcsond, 
radio and l\ were its media choites. 
The coinpan\ dropped out <>{ new-- 



|)apers. where it had campaigned in 
small space for six years, and swung 
80' r of its hudgel into radio-tv. The 
result since has l>een a 30'"? increase 
ill sales. 

Daiiiion's choice of radio and tv is 
hased on more than just circulation 
and iiiij>att statistics. Damion and the 
Zlowe Agenc) feel radio-tv ha\c the 
|<ro|ier ps\ cliological atmosphere for 



case 



history 

llillllii 



creating the impression thai \ogurt i's 
an American food. By associating the 
product with |)ersonalities who bespeak 
e\eryda\ American life, the company 
feels yogurt "s transfornialion from a 
Balkan and Euroj)eJn specialty item to 
an \nierican staple will be accelerated. 

Curreiitl) the firm's air schedule in-= 
dudes : 

Tex and Jinx partici|)atioiis; three 
weekly on radio, two weekl\ on ty 
I N\'.\1?C-A.M-T\' I . ( Tex & Jinx are oil 
vacation from their tv show, but due 
back this week: radio show i- on now.) 
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Carlton Fredericks particij)ations; 
three weekly (WMCM). 

The McCann's at Home participa- 
tions; two weekly (WOR). 

Dannon could have hought more an- 
nouncements if it weren't so careful 
about the programs it uses. For the 
same money it might have hought 
somewhat greater radio and tv circula- 
tion. But cost-per-1.000 figures were 
not the determining factor. 

Take the Tex & Jinx show as an ex- 
ample. Dannon looks upon Jinx as a 
virtual symbol of American woman- 
hood. And Tex & Jinx work with chain 
grocery stores in NBC's "Chain Light- 
ning" plan. Each week the couple sa- 
lutes a chain; the chain, in turn, fea- 
tures special displays of products ad- 
vertised on the Tex & Jinx program. 
As part of the deal Jinx writes personal 
letters to the chain store managers. In 
addition both WNBC and the Zlowe 
Co. write to the stores. The retail out- 
lets thus are made very much aware of 
Dannon's advertising. 

Dannon's point-of-purchase material 
ties in with its radio and tv advertis- 
ing, too. Besides reminding customers 
of the advertising they have heard and 
viewed the p-o-p material is a subtle 
way of reminding the dealers of the 
company's advertising campaign. 

The radio and tv commercials fre- 
quently are tied in with fresh fruit 
which has just arrived in the stores. 
The announcements suggest that house- 
wives serve yogurt with berries or 
some other fruit. The p-o-p material in 
the stores repeats the suggestion as a 
reminder to shoppers. 

Both Dannon and its agency are 
mum about advertising plans for this 
winter. But its a good bet that the 
firm will buy more radio and tv, per- 
haps more of the Tex & Jinx type of 
program and fewer food and nutrition 
shows. 

Dannon Yogurt's appearance on vir- 
tually every grocery and super market 
shelf in New York within a dozen years 
amazes old-time food brokers and re- 
tailers. 

Before Dannon Yogurt started up in 
New York very few people in the U.S. 
had heard of yogurt. It was common 
in Europe, however, particularly in the 
Balkan countries Avhere peasants made 
yogurt themselves merely by letting a 
bottle of milk sit outside their door for 
a few days. A certain kind of bacteria 
in the air would settle on the milk and 
it would eventually be changed into a 
tart, custard-like substance. 



flriiiiioii'.v steps in csiuhlishiiiff ifoifuvi: 

1. Told Kuroinan-horn, (nircUrs about Dannon yogurt 
at jwint -of -purchase in grocer ij .s/o/t.s in order to get prod- 
uct start with logical initial customers. 

2. T'sed smaU-sjHice newspaper campaign to build product 
in heart of Xew York for six years: tricel variety of media. 

li. Cut neirspapcrs when ready for big push, put 80% of 
budget into radio-tv : is now seeking mass audience in whole 
metropolitan area. 



Doctors noted that the peasants who 
ate yogurt lived longer than those who 
didn't. This led to stories about yogurt 
as a health food. (Dannon doesn t 
make any spectacular health claims for 
its product. It's promoted as a good- 
tasting food. The fact that it's also 
healthy is an added plus. Dannon 
feels.) 

Shortly after the turn of the century 
) ogurt was being produced on a com- 
mercial basis in Europe. But it wasn't 
until 1942 that Daniel Carasso, son of 
the founder of the Danone Yogurt Co. 
in Paris (largest yogurt maker in the 
world), and Joe Metzger. a European 
industrialist, founded Dannon Milk 
Products Inc. in Long Island City, 
across the East River from Manhattan. 

Metzger's first step (he's now presi- 
dent of Dannon) was to get an adver- 



tising agency. A friend of his recom- 
mended the Zlowe Co. Irwin Zlowe, 
agency president, saw potential in the 
company and agreed to take Dannon. 
Zlowe lost money on the account for 
several years, however. 

The first year Zlowe talked Metzger 
into spending $10,000 in promotion — 
but not a dime went into media. In- 
stead Zlowe spent the full amount on 
point-of-purchase promotion. Along 
with window signs, banners and other 
p-o-p material there was a heavy sam- 
pling program. The yogurt given away 
during the first year amounted to a 
substantial portion of total production. 

Dannon tried out its p-o-p promo- 
tion in two classes of stores: Those in 
neighborhoods where there was a heavy 

[Please turn to page 122) 



Aim of tv commercials is to show 'average' people buying, eating Dannon yogurt. Expensive 
job for small client required screening dozens of actors, hiring Hollywood director. It paid off 
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Contribttturs (iiirl consuttaitis 



DR. CHARLES ALLEN, Research Dir., Medill School of Journal- 
ism, Northwestern U., Evanston, 111. 
JOHN W. ANDERSON. Fiber Glass Corp.. New York 
BILL BALLINCER. 1 v Prod.. Campbcll Ewald, New York 
BOB BANNER, Dir.. Fred Waring Tv Show, CBS TV, New York 
GEORGE M. BENSON, Dir. Sales 8: Research. Tv Workshop. Ford 

Foundation. New York 
RALPH S. BINC, Ralph King Co.. Cleveland 

(AMES M. BOERST. Publisher. Executives Radio 1v Service. 
I.archrnont, N.Y. 

WM. ). BREWER. Radin & Tv Dir., R. J. Potts. Calkins S; Hol- 

dcn. Kansas City 
FRANK BURKE. Editor. Hadt'o & Tv Dally, New York 
EDDIE DAVID. Prod. -Dir., Ziv Tv Programs. Los Angeles 
HARRY DIETER, Tv Xfgr.. Poote. Cone .<t Belding. Chicago 
ORRIN E. DUNLAP JR.. V.P.. Radio Corp. of Amer., New York 
HUDSON FAUSSETT. Dir.. Armstrong Theatre. NBC TV. N.Y. 
WM. D. FISHER. V.P.. Gardner Advertising. St. Louis 
DON FORBES. Mgr. Studio Programs. Kl,AC-TV. Los Angeles 
MAURY FRINK. Pres.. Frink Film .Studios, Elkart 
NORM GRANT. Scenic Dir.. NBC TV, New Yoi^ 
KEITH GUNTHER, Prod. -Dir., KSD 1 \', Rans.is City 
R. B. HANNA, Mgr., WRGB TA", S<henert.idy 
SHERMAN K. HEADLEY, .\sst. Mgr., WCCO, Minneapolis 
GEORGE HEINEMANN, Dir. Tv Prog.. NBC T V, Chicago 
BERNARD HOWARD. Academy Film Prod., Chicago 
DOUG JOHNSON. Author, T \' Writer. CBS T \', NBC TV, N.Y. 
BILL LADISH, Prod. Dir., WI).\F-IV, Kansas City 
ROBERT L. S. LEEDY. Asst. Atlv. .Mgr.. Communications Prods. 

Di\.. Hu Mont labs. Clifton, N.J. 
CHESTER MacCRACKEN, V.P. Radio- I v, Doherty, Clifford, Stecn 

Slienlield. New York 
DON McCLURE, Sales Mgr., Bonded T\ Film Service, New York 
HARRY McMAHAN, \'.P. Charge Radio-Tv Commercials. McCann- 

F.rii kson. New York 
RAY MERCER, Ray .Mercer Prodns.. Hollywood 
HOWARD NEUMANN, Fv Dir., I.oui- Runkle, Oklahoma City 
BERNARD F. OSBAHR. Editor, TtU Ttfh & F.lectrocin Industries, 

.New N ork 

LEE RUWITCH. V.P. !t Cen. Mgr., WFVJ. Miami 

DR. DIK TWEDT, ReM-arih Supvr., Needham, Louis R.- Brorby, 
( Incago 

WALTER WARE, Sthculeler. Beck S: NVcrner, New York 

JACK WEBB, Tv Actor; Prod. Draguel, Mark \TI Prodns., llywd. 

ADRIAN WEISS. Lnuis Weiss & Co.. I os Angeles 

BEULAH ZACHARY. Pro<I., Kiikia, Iran & Ollir, NBC FN'. Chi. 
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Here's your eliaiiee to 5»'et over-all 
look at television. IVew 1954 
flietioiiary Is flesi^'iiecl to be read 

J^'^ith this Usue si'ONsou again invitee \ ou Itr ''read the 
(lictionar\ That\ an iinconinion sugoe.-lion hut in \.\\\^ 
case the le.suhs will be rewarding. Vou II find that Part 2 
of the T\ Dictiftnary Handhook for Sponsors is eas\ to- 
lun througli (juickly. Of cuurse the objective is irot to 
memorize words a la student.» cramming for the I^atin 
midterm but rather to fill in chinks of knowledge. This 
can |)ay off in smoother understanding of how television 
fits together. 

The Dictionar) Handbook is a j>PO\soi{ exclusive. It's 
the third in a series of jjioiieer tv dictionaries to aj)pear in 
these pages. Father of all three of the dictionaries is Her.* 
bert True, advertising assistant professor at the Univer.-ity 
of Notre Dame. True s method in preparing the Diction- 
ary Handbook was to gather words where tbe\ are spoken 
— in tv .«tudios. in agencies, (n client oflTices and film stu- 
dios. He had 37 consultants helping him to collect and 
check his words and data (their names in bo.x at left I. 

True himself wn> an agene\ radio-tv executive before he 
joined the .Notre Dame facultv. For more details on his 
background see Part 1 of the Dictionary Handbook which 
appeared last i>>ue (9 Augu.-^t 1954. page 39 I . The com- 
plete Dictionary Handbook will appear in SPO.XSOR In 
several installments and will then be reprinted in botj'k 
form for convenience as a reference. 

• Readers who uish to reserve copies of the Tv Dic- 
tionary ffantlhook for Sj>onsors can write to Sponsor 
Services Inc., 40 H. 49//i 5/.. ,Vcic York 17, A'. 
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DIRECTOR Individual responsible for 
all composition and action on a tv 
production, including supervision of 
the work of actors, cameramen. Be- 
cause this also normally involves co- 
operation with script writers and edi- 
tor, the director usually becomes the 
dominant creative mind in the produc- 
tion unit and the individual most re- 
sponsible for the character and suc- 
cess of the completed tv presentation. 

DISCREPANCIES Changes or aberra- 
tions from tv script, made in the stu- 
dio and noted on the station log. 

DISH PAN Tv slang for the large cir- 
cular antenna in microwave relay. 

DISSOLVE The overlapping fadeout of 
one picture and fade-in of another 
Dissolve term used on scripts. 

DISTANCE SHOT Commonly called a 
long shot. A subject actually or ap- 
parently at a great distance from the 
camera. 

DISTORTION (1) Exaggeration or de- 
liberate deviation from normal tv pro- 
duction procedure to secure unusual 
effect. (2) Any nonlinear change in 
the frequency, amplitude or phase of 
a pattern or picture caused by equip- 
ment incapabilities. (3) An incorrect 
sending of the shape of an object. 
Suggestion: The shorter the focal 
length of a lens the more distortion 
can be achieved. 

DISTRIBUTOR One engaged in ship- 
ping and servicing of film; can be a 
syndicator, or an organization exclu- 
sively devoted to shipping, inspection 
and storing of film. 

DOCUMENTARY (1) Type of non- 
fiction film or show utilizing material, 
either actual or reconstructed, drawn 
from real life. (2) Documentary ma- 
terial, films or shows usually take a 
definite side or view. 

DOG An obsolete or mediocre musi- 
cal number, or a hackneyed piece of 
writing or program. Poor actor or 
talent. 



DOLLY A movable carriage usually 
mounted on four wheels. (See Fearless 
dolly, Sanner dolly.) It carries cam- 
era, or camera and camerman and can 
be wheeled about during the taking of 
a shot. 

DOLLY IN To move in from distance 
for closeup by means of a camera 
mounted on dolly. 

DOLLY OUT Reverse of dolly in. 

DOLLY PUSHER Person pushing cam- 
era dolly while camerman is shooting 
picture. 





DOLLY SHOT Shot taken while cam- 
era is in motion on a track or dolly. 

DOLLY TRACK Mechanical device 
which may be attached to base of 
dolly or tripod to clear camera cable, 
or to facilitate movement over rough 
floors. 

DOUBLE Talent performing more than 
one part. Doing variety of jobs on 
a single show. 

DOUBLE EXPOSURE Where two scenes 
are superimposed on the same film 
negative. When more than two images 
are exposed on the same emulsion, as 
in some types of animation, the term 
multiple exposure is used. 

DOUBLE SPOTTING Also triple spot- 
ting. Tv station practice of placing a 
second or third announcement or com- 
mercial immediately after the first. 

DOUBLE SYSTEM KINESCOPE Film 
and sound recorded on separate film. 
(See Tv tape.) 

DOUBLE SYSTEM SOUND The use of a 

camera for taking the picture and a 
separate recorder for making the 
sound track on another film. 

DOWN-AND-UNDER Direction given 
to a musician or sound effects man 
playing solo to quiet down from his 
present playing level and to sneak un- 
der the lines of dialogue which follow. 

DOWN IN THE MUD Music, speech or 
sound effect extremely low in volume. 

DOWN STAGE (1) (2) (3) Direction to 
talent meaning move toward corre- 
sponding camera. 



DOWSER Shutter on balop projector 
for blocking off one or the other slide 
in projection position. 



DRAMATIC LICENSE An unnatural 
emphasis of a speech, sound, notion or 
situation for dramatic effect. Usually 
a fairly obvious liberty taken by writ- 
er or director. 

DRAMATIC TIME The fictional time 
of a script. Although a script may 
last, in playing time, 50 minutes, the 
action in dramatic time may cover six 
months. 

DRAPES Curtains used as set back- 
ground or used on travelers to curtain 
off a set. 

DRESS (1) A program rehearsed on 
camera, usually for the last time ex- 
actly as it is to be telecast. (2) Prop- 
erties, set decorations and other defini- 
tive material added to a setting to pro- 
vide character or interest. Finishing 
touches, pictures, ash trays. 

DROOLING Padding a show with un- 
important talk or skits in order to fill 
the allotted time. 

DRY RUN Those rehearsals previous 
to camera rehearsals where business, 
lines, sets are perfected. 

DUBBING Mixing several sound tracks 
and/or recordings on a single film, 
tape or disc. 

DUNNING PROCESS A background 
process in which a positive of the re- 
quired background scene toned in a 
certain color (e.g., yellow) is threaded 
in the camera between the lens and 
an unexposed negative. The artists, 
lit by monochromatic light of the same 
color as the background positive, per- 
form before a plain backing lit by 
light of a complemsntary color. 

DUPE or DUPE NEGATIVE (1) A du- 
plicate negative film print made from 
an existing positive. (2) Negative of a 
film which is not the original nega- 
tive; negative made from a positive 
print. A dupe negative is usually made 
to safeguard the original negative. The 
latter is stored for safekeeping. Re- 
lease prints are then made from the 
dupes. 

DUPING PRINT Special soft print 
(lavender or fine grain) made from an 
original negative so that a dupe nega- 
tive can subsequently be made from it. 

{Dictionary continues next page) 



DivtUnuiVff / lltnttlbotth trill 

iiieliiflt> .vpi*t'ifil fintn sections 

A srrirx of upecial sections is included 
in the Dictionary iJlandhooTi. These 
sptcial sections include: a set of tips for 
the best way to show various products 
on the air; a breakdown of the SAG 
scale; a description of wipes used in 
teleiision: a section on special color 
terminology ; a description of tv's 
sign language. 
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DUPLICATED AUDIENCE Audience 
Which has been exposed to a given im- 
pression more than once. 

DUTCHMAN Cloth strip, about three 
to six inches wide, pasted over the 
crack between two flats to hide the 
crack and to make the wall appear 
solid. 

E 

ECHO Term indicating quality rever- 
beration for a particular line sound or 
musical elTcct. 

ECHO CHAMBER A box, room or other 
device used to produce hollow sound. 

EDITING Final arranging, shortening 
or eliminating of scenes in tv kine or 
film and synchronizing them with the 
sound track. '"Editing" is often used 
interchangeably with "cutting" but a 
cutter is specifically one who docs the 
manual part of the work. 

EDITOR An individual who assembles, 
edits or titles a text. 

EDGE FLARE (1) Unwanted lights at 
edge of picture. (2) May be countered 
by edge lighting which consists of a 
small lamp illuminating the edge of 
the mosaic. (3) Rim of illumination 
around the edge of the picture on the 
receiver tube. 

EDGE FOGGING Light fogging on the 
edge of film, often caused by light leak- 
age in a magazine or by openings in 
the film can line. 

EDGE NUMBERS Identifying letters or 
numbers appearing at one-ft. inter- 
vals to make identification of frames 
and synchronization easier. 

EFFECTS Techniques used in chang- 
ing film scenes, by the use of special 
cards, plates on a film negative. Also 
called opticals. 

"802" The New York local of the 
AFM. 

EIGHTY-EIGHT Slang for piano; de- 
rived from the number of piano keys. 

ELECTRA-ZOOM A type of Zoomar or 
variable focal length lens designed for 
studio use. (See Lenses.) 

ELECTRON BEAM A stream of elec- 
trons focused in the shape of a beam 
by external electrostatic or magnetic 
fields. Also known as the cathode-ray 
beam. 

ELECTRON GUN A system of metallic 
cylinders arranged in the narrow ends 
of both the camera and receiving 
tubes, in which is formed the electron 
beam which is ultimately used for 
scanning the image before the tv cam- 
era and for reproducing it in the tv 
receiver. 



EMCEE — MC Master of ceremonies on 
a tv production. 

EMULSION The light sensitive coat- 
ing on a base of cellulose nitrate or 
acetate which together form film. A 
photographic emulsion is not a true 
emulsion, but a suspension of light- 
sensitive solids in a colloid, usually 
gelatin. 

EPISODE Series of related scenes which 
arc supposed to make up an event of 
importance in the story. 

ESTABLISHING SHOT Long shot in- 
troduced at the beginning of a scene 
to establish the inter-rclationship of 
details to be shown subsequently in 
nearer shots. 

E. T. Abbreviation for electrical tran- 
scription. Usually 33-1^3 rpm's. 

EXPLANATORY TITLE A title inserted 
during a program, between actions or 
scenes, explaining something not made 
clear in action. Usually poor taste and 
seldom used in television. 




EXPOSURE Process of subjecting a 
photographic film to a given intensity 
of light to produce a latent image on 
the emulsion. Under the reciprocity 
law, exposure is determined by the 
product of time and intensity of illu- 
minauon. 

Overexposure Exposure greater than 
the optimum for a certain photograph- 
ic emulsion, developing condition and 
range of object brightness. 

Underexposure Exposure less than the 
optimum for a particular photographic 
emulsion, developing condition and 
range of object brightness. 

EXPOSURE METER Device to deter- 
mine the light change incident upon, 
or reflected from, a scene which is to 
be photographed; the instruments 
used are known as incident-light me- 
ters and reflected-light meters. Expo- 
sure meters are read by (a) exposing 
light sensitive paper until it has taken 
up a certain color; (b) rotating an op- 
tical wedge until a density is matched 
or a light extinguished f extinction- 
type meter > ; (c > noting the reading 
on a calibrated microammeter actu- 
ated by a photovoltaic cell. The third 
type of meter is the most common. 



EXPOSITION Laying groundwork for 
a story by explaining what has preced- 
ed the events that will take place and 
has a bearing on these later events. 

EXTERIOR SOUNDS Sounds, as from a 
train or car, heard from a position 
outside the object shown on camera. 

EYE CAMERA A camera designed to 
record the movement of the eyes, used 
in relation to reading surfaces. 

F 

FAC or FAX Full Studio facilities. 

FADE TO BLACK Popular method of 
ending tv dramatic presentations 
where picture is gradually faded down 
until the screen is black. In tv done 
electronically: in motion pictures, op- 
tically. 

FADE UP, FADE DOWN Refer to audio 
fades of mikes. 

FADER or FOT Instrument used to 
lower or raise sound level. 

FADES — TELEVISION: 

In: The tv screen is dark and the 
picture gradually appears to fall 
brightness. 

Out; From full brightness a picture 
disappears gradually until the screen 
is dark. 

Film: Fade ins and outs, dissolves or 
mixes are normally made optically in 
film laboratory on an "optical print- 
er" and are usually called opticals. 
Trick shots are also mainly optically 
done. In films "mix" and "dissolve" 
are synonymous and denote a gradual 
transition from one scene to another, 
both scenes being visible in a super- 
imposed state for a period during the 
middle of the transition. 

FAKE or FAKING Arrangement of ar- 
ticles or material in an unnatural man- 
ner that when photographed passes as 
authentic. A legitimate artifice to 
make the unreal appear real. 

FALSE CEILING Term used to de- 
scribe devices such as partial ceilings, 
painting in perspective, dropping a 
chandelier into a picture, to achieve 
the effect that a room is enclosed 
from above, without affecting an ac- 
tual covering which would prevent ef- 
fective overhead light. 

FANFARE A few bars of music usu- 
ally employing trumpets to herald 
start of tv show, an entrance or spe- 
cial announcement. 

FANTASY Imaginative tv presenta- 
tion not restricted by realistic conven- 
tions. Usually one dealing with myth- 
ology or the supernatural. 

FARCE Tv comedy designed strictly 
for laughs and not concerned with 
plausible enaracters or probabilities. 
{Please turn to jm^e lO-l) 
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^20,000 CUSTOM HINCKLEY 36 





Use America's only "3-state one-station 
TV network" and save — in just 35 
weeks of a 10 i)er week 20 second bjjot 
campaign — the cost of a S20,000 Custom 
Hinckley "36". 

Average time costs run 51% less than the 
combined cost of the three TV stations 
giving next best coverage. 




THREE STATE CATCH 

Ml. Washington's inore-than-a- 
raile high TV station covers most 
of the three states of Maine, New 
Hampshire and Vermont. On the 
air in Angusti 



EXTRA COVERAGE 

Covers virtually all the families 
local TV stations do and reaches 
thousands of families they can- 
not reach. TV homes: 219.461 as 
of April 30 - RETMA. 



CBS-ABC 




WMTW 

Represented nationally by 
HARRINGTON, RIGHTER & PARSONS, Inc. 



Channel 8 
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AND HIS ROYAL 




FEATURING THESE FAMOUS "LOMBARDO PERSONALI 



THE 

LOMBARDO 
TRIO 



THE 

LOMBARDO 

TWIN 

PIANOS 





CARMEN LOMBARDO 



LEBERT LOMBARDO 



VICTOR LOMBARDO 



Kenny gar 



Call, wire or write your nearest M.C.A,-TV office todayf 



new YORK: 598 Madison Avenue 
BEVERLY HILLS: 9370 Santa Monica Blvd. 
ATLANTA: 515 Glenn Building 
BOSTON: 45 Newbury Streef 
CHICAGO: 430 North Michigan Avenue 
CLEVELAND: 1172 Union Commerce BIdg. 
CINCINNATI: 3790 Gardner Avejiue 



DALLAS: 2102 North -Akard Street 

DETROIT: 837 Book Tovs^er 

SAN FRANCISCO: 105 Montgomery Street" 

SEATTLE: 715 10th North 

ROANOKE: 3110 Yardley Drive, NW 

NEW ORLEANS: 42 Allard Blvd. 

SALT LAKE CITY: 727 McClellan Street 



CAMADA.: Ill Richmond "Street, T-orointo^ Ontario 
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FIRST RUN 

52 HAUF-HOUR FILMS 
MADE EXPRESSLY FOR TV 

A TOP TV ATTRACTION FOR LOCAL OR REGIONAL SPONSORSHIP! 

On the air and in person, Guy Lombardo is America's 

Numbef- 1 musical favorite. Sponsored live this pasf 
season by Lincoln Mercury, the Guy Lombardo Showoutrated 
its nearest competitor by an average 39%.* 
And this in a tough 7-station market! NoWy fou foa 
can cash in on a ready-made Lombardo following 
from coast to coasf with 52 new first-run half hour 
films of "The Sweetest Music This Sid6 of Heaven." 



Americans Foremost 
Vocalists 




Each week a glamorous 
name recording star wil 
make a guest appearance 
on the Guy Lombardo 
Show giving your spon- 
sorship an even greater 
sales impacts, 

•ARB, April, May, June 1 954 



for a 



WHALE 

of a selling job 





0 



0 




0 



0 
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in the Wheeling 
market . . . 

IN POWER 

operotmg with 314,000 wolU, 
chonnel 7, the most powerful 
TV itotion in W. Vo., South- 
western Penn. ond Eostem Ohio. 

IN PROMOTION 

V/TRF-TV progrom schedules 
ore published regulorly in more 
thon 55 newspopers, including 
3 doily ond 2 Sunday Pittsburgh 
popers. Consistent promotion 
for oil clients has won for 
WTRF-TV top prizes for out. 
stonding efforts. 

IN 

PUBLIC PREFERENCE 



Lowest Tele pulse survey in 6 
counties odjocent lo Wheeling 
gives WTRF-TV 1st 25 most 
popular one-o-week shows ond 
1st 15 most populor multi-week- 
ly shows — plus oudience pref- 
erence in every time cotegory. 
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WTRF-TV 

NBC Primory • ABC Supplementory 
represented by Holllngber/ 
Robt. Ferguson • VP & Gen. Mgr. 
Phone Wheeling 1177 
Rodio Affilioiej WTRf & WTRF-PM 






Jo/iii \y. Itv Witt Jr. of f{ SM, .\ashnlle, is 
icmpornry chairman of ihe Quality Radio Croup 
uliich meets in Chicago next week. Actinp secretary- 
treasurer is If illiam If'apner of WHO, Des Moines. 
Comprising the Group ui/l he 36 of the nation's 
highest, most powerful radio stations afjiliated 
with rxistinc neticorks. Beginning Labor Day the 
Group will air cooperatively produced "high 
quality" programing on tape aruilable to national 
spot advertisers. Aim of Group: to resell nighttime 
radio (see si'ON'^OR, 9 August 19.S4. page 1). 



liens 11. ltoriic»(l Jr., sales development 
manager of the Blair Co. for the past eight years-, 
icas named assistant to the president of Blair 
last week. Harnett entered advertising in 1938 as 
copywriter lor ff'eston-Barnett Inc., Chicago ad 
agency. In 1939 he joined K'LS as sales senice 
manager, leaving in 1913 to become communications 
ofjicer in the Army Airways Communications Sys- 
tem, lie joined Blair in 1946. Tucker Scott, 
broadcast media buyer at BBDO for the past fiiv 
years, has been named Blair's sales development mgr. 



/llc'.v Oshttrii {seated) and Itriive Bartoitf, 

the only original partners still active in Batten, 
Barton, Durstine & Osborn. this month celebrate 
the ^3th anniversary of their association. Son of 
a circuit-riding mountain preacher. Barton — who 
now is BBDO board chairman- was simultaneously 
editor of high school paper, reporter for weekly 
newspaper and owner of maple syrup business that 
netted S600 yearly. He worked in printshop during 
freshman year at Beria College, graduated in 
1907 from Amherst with I'hi Beta Kappa key, voted- 
"man most likely to succeed. ' He was timekeeper 
for a railroad in Montana, then took a Chicago 
magazine job. In 1919 he joined Osborn and Roy 
S. Durstine to form Barton, Durstine it- Osborn. F'n 
1928 the agency merged with George Batten Co. 
From 1937 to 1911 Barton was I .S. Congressman 
{Republican) . ran for Senate when W'illkie sought 
Presidency in "40. He's author of several books. 
Osborn BBDO vice chairman - was classmate dl 
Alexander Woolrott at Hamilton College (Class of 
'09). He was newspaper reporter, statistician, 
publicist and worked with Buffalo ad agency. He 
met Barton while doing Liberty Loan publicity 
during World War I. Osborn, like Barton, is an 
author, has two books to his credit so far. 
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^'e^ ocf ion 

KXLY-TV's I BIG CO-OPERATIVE PLANS 
ARE UNPARALLELED FOR IMMEDIATE SALES 
GAINS OFPARTICIPATING PRODUCTS. .AND 
THEY ARE ^%€e TO ADVERTISERS! ASKOUR 
REPRESENTATIVES FOR DETAILS. 



^.,,5 INDIANA AV 



SPOKANE 



July 



^ Bob Uoore 

Center Building 

Spokane, 



Spokane, _ ^^^^^ 3ome very - 

^.r Mr. Uoore: 3^,33 pro.ot.on 



,e « ,,„,„I. Bfn« 



;CP: 



. OF 



B 



,OOKlES 



•9 



GREATEST y 
AUdlEHCES 



WIVEST 
COVERAGE 





lURSHinsTon 



Rep.- nVERV-KflODEl 
moore ftlundtseattlcpartlanii 
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iniflingiiiiHiiiiinniiiiiiiiiiiiiiiiiiiiM iiKiJiiiiiMtmwMiiuMiiiiiiKiiiMwiui 



Tv film shows recently made available for syndication 



Programs issued since April 1954. Next chart will appear 20 September 

-H mj iiiiiiiiiiiiiini 'iiiiiiiyiiJii m ^mmm 



Should mm* 



Syndicator 



Producer 



Length 



DRAMA. MYSTERV 



No. in series 







ADVENTURE 






Piisport t« Oangtr 


ABC TV 


Hal Roach Jr. 


30 min. 




Jungle Mactbre 


Radio & Tv 


Redio & Tv 


15 min. 


sr 




Packages Iftc 


Packages Inc. 






Mandrakf th'f 


ABC TV 


Atlantic Prod. 


30 min. 


268 


Mtglclin 










Jet Jackson, Fly- 


Screen Gems 


Screen Gems 


30 min. 


26 


ing Commendo^ 










Stories ef the 


Hollywood Tv 


Studio City Tv 


30 min, 


28 


Century 


Service 


Prod. 






CHILDRENS 


eoy't Railroad 


Association 


Association 


15 min. 


6- 


Club 


Films Inc. 


Films Inc. 






Pleytlmt with 


Sterling 


Jerry Bartell 


15 min. 


13 


Jerry Btrtell 










Telecemlcs 


Natl. Teleflim 


Netl. Comics 


30 min. 


S2 








15 min, 


166 


The Amaiing Talei 


Interstate Tv 


Interstate Tv 


30 min. 


26 


•f Han> Chris- 










tian AnderMn 










COMEDY 


Meet Corliss 


Zlv 


Zlv 


30 min. 


39 


Archer* 










Meet the O'Brien* 


Official 


Reiend Reed 


30 min. 


39 


The Little Rascals 


Interstate 


Hal Roa«h 


20 mill. 


100 








10 min. 




DOCUMENTARY 


1 mpect 


Natl, Tslefllms 


Herbert Breg- 


60 min. 


26 






steln 






Tenth o( a Nation 


Essei Films 


Amerlcaii News- 


15 min. 


26 






reel 






Where Were You? 


UTP 


BIng Crosby 


30 min. 


2? 



All Star Theetr« 


Screen Gems Inc. 


Screen Gems Inc. 


30 min. 


78 


Celebrity Tlieatr* 


Screen Gems Inc. 


Screen Gems Inc. 


30 min. 


78 


Conrad Nagel 


Guild Films Ce. 


Andre Luotto 


30 min. 


26 


Theatre 




Prod. 






Douglas Falrbanki 


Interstate Tv 


Oougfair Prod, 


30 min. 


39 


Presents 










Fabian of Scotlanc 


Teleflim 


Trinity Prod. 


30 min. 


39 


Yard 










Man Behfnd the 


MCA 


Procktof 


30 min. 


39 


Badge 










Mayor of the 


UTP 


Gross- Krasne 


30 min. 


29 


Tewn* 










Paris Precinct 


MPTw 


Etoile Frod. 


30 min. 


39 


Sherlock Heimes 


MPTw 


Shelden Reynelds 


30 min. 


39 


Tales of Tomorrow 


Tee Vee 


G. Foley 


30 min. 


26 


The Eddie Cantor 


Zlv 


Zlv 


30 min. 


39 


Theetre 










The Ethel Barry- 


intcrstete Tv 


interstate Tv 


30 min. 


13 


moro Theatre 










The Falcon 


NBC TV Film 


Federal Telefllmi 


30 min. 


39 


The Heart of Jul- 


MPTy 


Charles Irving 


30 min. 


26 


iet Jenei 










The Lone Welt 


United T» Pre- 
grams 


Gross-Krasne 


3U mm. 


39 


The Star end the 


Official 


4-Star Prod. 


30 min. 


39 


Storyi 










The Whl»tler« 


CBS TV Film 


Leslie Parsons 


30 min. 


39 


Vitapli Feature 


Vltaplx 


Princess PIcturei 


M min. 


26 


Theatre 






65-60 min. 




Waterfront 


United Tv Pro- 


Reland Reed 


30 min. 


26 



Show name 



Syndicator 



Producer 



Length: 



EDUCATIONAL 



This Is Charles 
laughton 



TeeVee 

Walt's Workshop Reld Ray 



Gregory-Harris 
Reld Ray 

HILLBILLY 



15 min. 
30 min. 



Juniper Junction, 
U.S.A. 

Town & Ceuntry 
Time* 



Ess» Films 
Official Films 



Fotevei 
Byron Prod. 



3U min. 
30 min. 



MUSIC 



Florlan ZaBach 

Show< 

Frankle Lalne 
Show! 

Horace Heldt 
Show< 

Nickelodeon 
Series 



The Guy Lombarde MCA 
Show 



This Is Your 
Music: 



Guild Films Guild Films 

Guild Films Guild Films 

Consolidated Tv Geo. Begnall 
Geo. Begnall 

MCA 

Jan Prod. Barrett 



30 min.. 
30 mm, 

30 min. 
15 mla. 
30 min. 
30 min.. 



NEWS 



Adventures in 
the News 



Sterling 



Telenews 



IS min^ 



SPORTS 



Greatest Fights of 
tlie Century 

World's Greatest 
Fighters In 
Action 

The Big Fight 



Great Guys and 
Goats 

Jalopy Races from 
Hollywood 

Post Time, U.S.A. 
Sports Mirror 
The Big Playbacks 



Mannle Baum 
Enterprises 

The Big Fights 
Inc. 10 



The Big Fights 
Ine.iu 

United World 
HarrlScop« 

Tel Ra 

Geo. Bagnail 
Screen Gems 



Allan Black 



15 min. 



The Big Fights 15 min. 
Ine. 

The Big Fights 60 min. 
I nc. 



Zach Ba>m 

HarrlScope 



3 min. 
30 min; 



Tel Ri 15 min. 

WIckham Films 15 min. 



This Week in INS 
Sports 



Screen Gems 
Telenews 

Hearst- 
Mctrotene 



15 min. 
15 min. 



VARIETY 



Date with a Start Consolidated Tv Geo. Bagnail 15 min. 

Movie Museum Sterling Blegraph 15 min. 



V/OMEN'S 



Tv Kitchen 



Kilng Studios Kilng Studies 30 min. 



No. in (trjei 



26 
26 



26 



26 



3» 
39 
26 

w 

m 

26 



26 



52»- 
52 

52 

.13 

w 

52 
26 
26 

52 



26 
26 



26 



• .■^oil to UhcifiBold In CallfurrUa, .V Y C. Ncm- Uiren and Birchemton. Other market.<: arelleble for sale to local sponsors. ^Sold lo rufitlc Telephone In Callfarnia 
Ua Unelnn onii Orci; n Ollur metkcit eraileblc lo li>rel sponsors. 'Areilable In color, •.\raliable 1 ScpicmbLT ri;iliyl Corp. has shtvu In 53 ma'Keii Best trallabic for locil 
kP mors "Th* Wander i hiraitn Oiallliic) Is tpopsorint the show nationally under tlic tfdr TepLifn Mliniclii ' v te araic series Is eriilable fur locil sponsorship In 
ihe marltels not covcrrU by Ocallln*. »39 In bla.k ,V nlilKi. 13 In color. -Hi ady 15 l>< t. 1951. e.Vnother In pr .iu rpw lOFormcriy knonn at Crcatost KlBlits Inr 
sri).\S()U InUles all tr lllm >yn llralors to send tninrmatlon m ne«- illms. 
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987 miles west 

of Madison Avenue, 



on the Majn Line, lies Iowa. Have you ever seen 
Iowa corn fields in late June? A New Englander, 
enjoying the experience for the first time, said they 
looked like green corduroy. We, with a television 
station to grind, prefer to think of them a short time 
later, when the green has turned into golden buying 
power. Iowa 6 corn yield, a billion dollars annually, 
is the highest of all states. 

Have you ever heard the cry "sue-ee-e" bring ham- 
on-the-hoof to feeding troughs? In Iowa hog-calling 
is a fine art, and its practitioners hang their master- 
pieces in ever-growing bank accounts. Iowa leads 
the nation in the production of meat animals and 
in caeh farm income from their sale. 



Another sound that breaks the good clean air of 
Iowa is "here chick, chick, here chick." It means 
spending money to most Iowa farmwives. Poultry 
sums aren't chicken feed, either. The value of Iowa's 
poultry exceeds that of any other state. 

But agricultural Iowa is slightly lees than half of 
the story. Industrial Iowa contributes an annual 
value of manufactured products which exceeds the 
income ($2.3 billion last year) from farming. 

Folks around these parts have been oriented to 
VVMT radio for three decades and \VMT-TV doesn't 
need a elide rule to measure station loyalty. The 
high regard which makes Eastern lowans say "Turn 
to Channel 2" is beyond statistics. 
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Now WBC means San Francisco, too 

San Francisco's first television station, KPIX on Channel 5, has joined 
the group of radio and television stations operated by Westinghouse 
Broadcasting Company in key centers of the country. 

KPIX is WBC's kind of station. It's the Number One station in 
San Francisco's one-million-set metropolitan area as much a part of 
its daily life as the cable cars, hills, bays and bridges. As a WBC 
station, KPIX will continue the policies and "programming that have 
placed it first with these people it serves and sells. 

For more information about KPIX, now that it's part of the finest 
station group in the country, ask the National Representatives, the 
station sales staff", or call Eldon Campbell, WBC National Sales Manager. 
His number is PLaza 1-2700, New York. 



KPIX channels C© 





vtsTINGHOUSE BROADCASTING COMPANY, INC. * 




KPIX, San Francisco 
WBZ-WBZA-WBZ-TV, Boston 
KYW-WPTZ, Philadelphia 
KDKA, Pittsburgh 
WOWO, Fort Wayne 
KEX, Portland 

National Representatives: Free & Peters, Inc. 

KPIX, San Francisco, represented by the Katz Agency, 



nc 



Soot home 
^ winner 

on KOA-TV 




In Denver Television, your best bet 
is KOA-TV. Study the ARB dope sheet to 
see why! 

In the June, 1954 ARB. KOA-TV 
placed first in quarter hour wins - Sunday 
thru Saturday, 6 p.m. to sign off - going 
away! KOA-TV topped the field by a full 
19l more than the second place station. 

QUARTER HOUR WINS 

Monday thru Saturday • 6 p.m. to sign off 



Wini 



Pel. 



KOA-TV 



Slalien B 



81.5 47 



47.5 ] 



28 



Slalien C 


1 


IS 




18,0 


10 



WIN 
Ptac* 
Show 

Atta 
ran 



And KOA-TV's pure bred ACADEMY 
THEATRE, by far Denver Television's surest 
thing, is a typical example of KOA-TV's 
thoroughbred programming. ACADEMY 
THEATRE'S average quarter-hour rating 
of 17 really pays off on each 1 -minute 
ticket. Savemore Drugs of Denver cashed 
in over $2000.00 in merchandise sales on 
ONE J79.50 ACADEMY THEATRE spot. 

To boot home a winner in Denver, 
place your money on the nose of the West's 
best bet... KOA-TV. 




I 



III talis . 



'f r I'ifiii.v tidtiittt'd |«r ino;rit'.v: TJie 
\\ell-("^till>lisllecl trend of iii()\ic> on t\ 
>('(*iii>- to be operating in re\er>e tliese 
(laNS. Kntliu>iastic audience response 
to leading fdni series on tv led pro- 
tiuoers to tiie ol)\ ious quer\ : \\'\\\ not 
base movies around tv cbaracters? 

l est case for liiis riieory was / Love 
Lucy. The Long Long Trailer, movie 
starring Kick) and Lucy Kicardo. was 
relea!?ed recentiv. scored sufllcient box 
ofTice success t(3 encourage otber movie 
adaptations of tv fare. Also recently 
relea-ed is a motion picture i>ased on 
I'ictorx at Sea. A movie \ ersion of 
the Dragnet series was the next step. 
And in the talking stage i^ a movie 
version of Dangerous Assignment. 



Ovvr-Kcax expatt.siott: S\niptomatic 
of the increasing interest in foreign 
markets on the part of tv film syndi- 
cators is the planned expansion abroad 
of Ziv Tv Programs. 

Kdward Stern, president of tiie In- 
ternational I)i\isioii of Ziv Tv. recentK 
announcde plans to open offices and 
agencies in Rome. Paris, Frankfurt 
and London. Ziv International was 
launched o\cr two years ago when the 
( onipan\ began research into inter- 
national sales possibilities. 

Sa\s Stern, "Europe is fast develop- 
ing a well-knit network of televi-ion 
stations that will ultiniateK extend 
from S< andina\in to the Mediterranean 
and from Great Britain to the Iron 
Curtain." Stern predicts, on the basis 
of Ziv'- nasi exnerience in Latin Anier- 

1 

icn. that t\ fdm series will "form the 
foundation of consistent television pro- 
graming"' in Europe. 



f-'ifiii ItusU's rt'itrints: SPONSOR Ser- 
\ i< es has reprinted the six-page Film 
Ba-ics se<tioii which appeared in the 
ly.'rl Fall Farts is^ie. 12 Julv. Film 



Basics is |)acked with \alual)lc data on 
the rajjidK -growing t\ film industr\. 
including informaticjn on reruns, net- 
work and local film programing. 
Prices: 100 or more copies. 15c each; 
2.5 or more coj)ies. 20c each; single 
cop\. 2r>i-. Vou iiKi) order by writing 
to .si'ON.soK Services. 10 East 49th St., 
New 1 ork IT. 

# -ir 

floiF (I .sldlioii liontlle.s film; What 
happens to a can of film when i\ 
reaches a given station? Expert han- 
dling and preparation on the part of 
the station result in a smoother, more 
pleasing jierformance., Inefficient, neg- 
ligent handling can mar the over-all 
efle< t or result in permanent damage 
to the film. 

\VISHC-'I\ . iNew Haven, recently re- 
ported a detailed description of the 
intricate proces.«es involved between 
the time a reel of film is received 
and the time it is set for use on the 
projector. Admen ma) be surprised 
to learn of the \ ariet\ of steps involved 
in preparation of a film for tv. 

l irst, the film shipping and receiv- 
ing department, after getting the film. 
Catalogues and channels it to the pre- 
view and editing departments. If the 
film is not to he used immediately 
traffic labels it with the title and pla\ 
date as well as its next destination, and 
how it is to be shipped. 

Next it is sent to the preview de- 
partment where it is first carefulK 
washed to insure smooth running 
through the projector. The preview 
people run the entire film through and 
censor it for any scenes which might 
\iolate the t\ code. The film is timed, 
and the editors are advised if it is too 
long or short for a certain show, or if 
it is too light, dark or distorted. The 
film is cued to notif\ production that 
the reel is 15 sec onds from the finish. 
The editors and engineers are advised 
as to the audio and \ ideo content and 
<]ualit\ . 

Film editors splice video conniier- 
cials to the filmed program, cutting or 
adding as needed according to the 
timing requirements. The film is then 
re-recled and prepared for projection., 
After the film has been projected it 
is broken down into its original form, 
and then shipped on to its next desti- 
nation. * ♦ ♦ 
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. . 1954-style — and for quite a different reason! 
The mask of the welder is a common sight 
up and down the prosperous countryside of our 
busy Ohio River Valley. His is only one of the 
many skills in constant demand, at premium 
wages, by hundreds of plants — large and 
little — that thrive in this industrial nerve 

center of America. 

It's a big area, as befits big productivity, big 
payrolls, and ever bigger potentials . . 
contained within the boundaries of 116 counties 
spread across five states. Here are made 
goods as small as a grommet, as immense as 
super bridge girders — sought eagerly (and 
paid for handsomely) by consumers 
around the world. 

Small wonder that welders in iron masks , . 
experts at turret lathes . . deft workers 
on assembly lines . . men and women with 
high specialization they can bring to a 
diversity of jobs . . all have helped this bustling 
region amass a total buying power last year that 
just missed four billion sales-available dollars. 

A lot of it went into retail buying during 1953; 
this year may see even more. But this year (as 
last year) , WSAZ-TV is still the only single 
medium of communication that penetrates 
all 116 counties where these dollars are 
being spent. More than ever, as the favorite 
television station in the industrial heart of 
America, WSAZ-TV helps mold the buying 
habits of more than a million regular 
j viewers. It can speak with equally mighty 
j persuasion on your behalf — if you will 

I only speak to The Katz Agency today. 

, 23 AUGUST 1954 




Welding skill is only one of many abilities needed in the versatile activ- 
ities of West Virginia Steel Corporation, fabricators and distributors of 
metal products at Charleston, W. Va. Founded 20 years ago with only 
jive employees, the company has developed swiftly into one of the 
city's major business enterprises. 



WSAZ 




TELEVISION 
Huntington-Charleston, West Virginia 

Channel 3 -100,000 watts ERP 

XBC n.iSIC SETWORK-affiUated ABC and Du Mont 

Aluo affiliated tvith Radio Stations WSAZ, Huntington, and W'GKV, Charlenton 
Lawrence H. Rogers, Vice President & General .Manager. 11.5.4^, Inc. 
Represented nationally by The Katz Agency 
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WATCH YOUR SALES 





POPULATION 

1940 88,4ir> 

19r)3 197,000 

RETAIL SALES 
1940 $ 20,251,000 
1953 . . $184,356,000* 



Hie 
FIGURES 



9nd 
TACTS 



RANKS 92nd IN EFFEC- 
TIVE BUYING INCOME 

HIGHEST PER CAPITA 
INCOME IN LOUISI- 
ANA 

WORLD S MOST COM 
PLETE OIL CENTER 

CHEMICAL CENTER OF THE SOUTH 

DEEP WATER PORT 

^ To sec your sales reach their 

greatest heights in this rich 
petro chemical market, select 
WAFB-TV. the nni) TV sta- 
tion in Baton Rouge, with 
programs from all A networks, 
and Our own highlj-ratcd 
local show s. 

Tom E. Gibbens 
Vice Pres. & Gen. Mgr. 

Adam J. Young, Jr., Inc. 
National Representative 



'fjiil Baton Rouge Parish, Suriey 
of Buying Power, I9i4 




^Continued jruin {xige lOj 

;i!ir radio- and |)()rlal)le» at the heach"; we will overlook -lale^ 
neiils about the virtues of early morning and late nighttime 
biiy< a> a coiitra.-t to the way thing> u>ed to be. 

Our ap{)roa{'li to thi> new medium will be complefelv po-i- 
live. 

Kere are >ome {^ue.<ti()n^ we will attempt to an>\\er. What 
do we get for our advertising dollar todav? W hat flexibilities 
doe> it ])rovide u.^? How potent i> tlie human voice? 

We're going to gel into what i> the heart of any advertising 
medium — cMipy — and di.scu>< the ad\autage,s of >])oken adver- 
tising, the fimplieit) of it, the im])aet it ha.^ on even ihe mo-t 
ea-nal and inattentive listener (a iiiee dig at media which in- 
\()lve the pangs of readership and wliich recjuire the riveterl 
attention that vidco-in-motion doe-). We may even delve 
qualitatively into that mo>t (•a])tive of all audience^ — the 
car audience. 

And here's the big .-lick we will w ield. We're going to -et 
ihi- new medium apart from all otlKM> ( rather than attempt 
to make it .-upplementary to and a stepchild of tv).. We're 
going to lump the viMial ad-media together for once and then 
look across the fence at the one ad\erti-ing medium which 
tells it> ^torv to the ear — in location> when no other adverti- 
ing can he given a minute of time to do it- work — at time- of 
the day when reading and viewing are impo>-il)le or recpiire 
effort. But there must be .-core.- of other valid and bright new 
a]>proaches. That's why and where we and radio need you-, 

S») — in aii-wer to your cpiery — i- there any place for a 
\oung man in ibi.- scheme of things again 1 say "And bowl 
Mavbe there i-n't the glamour of tv nor will you be talking to. 
in general, the mo^t hep peo])le in the agency. Nor will ) (»u 
get a- much time with the Mr. Hig> of the variou- eoncern- 
vou deal with as you might if yon were peddling the Gay T(»- 
moi iow- of televi>ion. \»>r are the golf tournament> as lavi-h 
(though CiiS did have a snazzy radio boat ride reeenlK ),. 

Al^o. a dollar for radio is harder to pry loo-e. to be ^ure. 
Bui the future i- as a->ure{l a> i> -unri-e. For radio i> a giant 
with llenlendon^ audience appeal and a \ivid -ale-man. ll 
built a mvriad of prodnct> in the pa-t 30 years and i- ready, 
willing, able to do the same in the next .'iO. 

Hetrard*-. 

HOBEIIT 
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BATON ROUGE, LA. 
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you've 
Got to 

TALK THEIR 
i LANGUAGE 

to 

I SELL 'EM! 



J ai's why America's lop nidepcndeiits are doing 
svh a good selling job for national advertiseis 
L"ryi\'here. Independent radio stations never 
•^tf) catering to local tastes, talking to their 
•ieners in everyday, familiar terms that sell 
ure because they are more understandable, 




more believable! 

If you too want to achieve better impact for your 
selling message, contact any one of the top inde- 
pendent stations listed below. All are staffed \v\ih 
po^\erful local personalities who know their mar- 
ket, can put across your story. 



These Top Independents Can SELL THEIR HOME MARKETS! 



WCUE —Akron, Ohio 

WCOP — Boston, Mass. 

WDOK — Cleveland, Ohio 

KMYR — Denver, Colorado 

KCBC — Des Moines, Iowa 

WIKY -T- Evansville, Indiana 

KNUZ — Houston, Texas 

WXLW — Indianapolis, Indiana 

WJXN — Jackson, Mississippi 

KLMS — Lincoln, Nebraska 

WKYW — Louisville, Kentucky 

WMIN ^ Minneapolis — St. Paul, Minn. 

They are all members of AIMS — Association of Independent Metropolitan 
Stations — each the outstanding independent station in a city. 



WMIL 


— Milwaukee, Wisconsin 


KREM — 


WKDA 


— Nashville, Tennessee 


WTXL — 


WAVZ 


— New Haven, Conn. 


KSTN — 


WTIX 


— New Orleans, La. 


KSTL — 


KBYE 


— Oklahoma City, Okla. 


WOLF — 


KOWH 


r— Omaha, Nebraska 


KFMJ — 


KXL 


— Portland, Oregon 


KWBB — 


KitE 


— San Antonio, Texas 


WNEB — 


KSON 


— San Diego, California 


CKXL — 


KYA 


— San Francisco, California 


CKNW — 


KEAR 


— San Mateo, California 


CKY — 


KOL 


— Seattle, Washington 





ions 



Spokane, Washington 
Springfield, Mass. 
Stockton, California 
St. Louis, Missouri 
Syracuse, New York 
Tulsa, Oklahoma 
Wichita, Kansas 
Worcester, Mass. 
Calgary, Alberta, Canada 
Vancouver, B. C, Canada 
Winnipeg, Manitoba, Canada 



//if» for BULL'S-EYE results ...with the AIMS GROUP 
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MOST HIGH-POWER TV STATIO 



Over 100 RCA High-Power TV Transmitt 
Equipments Already Delivered 

Not by towns — not by cities — not by states — but across the e 
country as a whole — most high-power TV stations are using 
equipment. Today, more than 70 are "on-air" and operating at. 
maximum power permitted by the FCC. Almost every week i 
Television stations are going to high power — w/fh RCA mquipm 





BBBB 




RCA-EQUIPPED! 



Sifr investment in, high-power equipment is going to be a majcfr 
lep. Make sure you make the RIGHT decision. Specify RCA— 
.s most high-power stations are doing across the country, and deal 
nth just ONE responsible equipment manufacturer. It's important! 

'""or technical planning help on the system best suited for your 
pecific requirements, call in the man who has already helped many 
>f the high-power TV stations get started-YOUR RCA BROAD- 
:AST sales REPRESENTATIVE. In Canada, write RCA Victor, 
£d., Montreal. 




Why this sweeping 

acceptance 
across the nation? 



'SATURATION" COVERAGE. 



JRCA High- 
Power TV transmitters — operated in combi- 
nation with RCA antennas— deliver high ERP 
at low operating cost. 



SUPERIOR PERFORMANC 



JSrCA High- 
Power TV transmitters deliver superior picture 
quality — fiave plenty of reserve power for 
co/or operafion. They are conservatively 
rated— operate with remarkable stability day 
in and day out. 



ALL AIR-COOLED. 



ALL VHF 

High-Power TV transmitters currently being 
delivered are air-cooled— a feature that saves 
substantially on equipment installation and 
maintenance. RCA TV transmitters use con- 
ventional, inexpensive tubes that every sta- 
tion man is familiar with. 



RCA SERVICE. 



RCA High- 
Power TV transmitters are backed by a na- 
tionally-famous broadcast engineering serv- 
ice organization — plus 'round-the-clock serv- 
ice on all replacement parts for RCA equip- 
ment. 



COMPLETE MATCHED 
SYSTEMS. 



RCA supplies 

High-Power 

TV transmitters — and everything else needed 
by a high-power plant; antennas, towers, 
dummy loads, monitors, measurement equip- 
ment. And nofe this fact: RCA TV systems are 
matched throughout. No time wasted on criti- 
cal adjustments of mismatched components. 
Peak performance is assured nov/ and in the 
future. 

RCA Pioneered and Developed 
Compatible Color Television 



Oilf of AMERtCA 



NO PRODUCTS DIVISION 



CAMDEN, N.J. 



CLOTHING 



DEPARTMENT STORE ^ 



: Direct 

( II. ( llisroit'i: Till- spousor sifiiuul for six 

luirucipiitions uvi'kl\ on l/ir SIcm- \lli»uii .slioiv (11:1).") 
I>.iii. to 2:01) n.ni.>. ifirr luo ureks A. 1/. Knopf (of the 
Drrss-hrnn lluu.w) uroi,- U'I'IA : ■IT IS AMA7.l\(i! 

I uoiild nt'ii'r hdic hi'h'cved ihai a nulio pio^nun m snrlt 

II short pi-rioti of linw coulil do so iiiik Ii hiisuic.ss. . . . On 
thf sirrnjilh of ific (itlililtonal husiness plus the Iri'inend- 
oiis piililiiil\ 1(1' hare received, this letter will advise yon 
thill tie uill continue our contriict . . . do not expect a 
i iini elhition iit the end of iceehs. , . Cost ; $133.00 
II eehh. 



\\ IMA, I'hilad. lpliia 



IMU)(;|{A.\I: Stcv,- Alli-on bli<iw 



results 




CONCRETE BLOCKS 





H'()\>>()K: Sinipvoiis'S.-ar^ Lta. AGKNC^ : nin..jt 

CM'sl I.K C\Si: mSTOin : In May of this year Simp. 
sons-Sears Ltd, opened its second Canadian store in A'a- 
iiaiino, li. C. Since then the store has offered n "radio 
special" periodically on CIILIi as a test of radio. Sine 
announceiiicnis — all in one day are broadcast (total \ 
cost: S36.00I for each "radio special." \o other adver- | 
lising is used. To date the s]>ecials have included feather 
pilloirs, aluniinuin cannister sets, jockey shorts and drink- 
ing glasses. All have been completely sold out; the drink- 
ing glasses, for example, uere sold out in 20 njinutrs 
and 100 dozen were ofjered. 



LI 1 1 li. Nanainio, li. C. 



PROGRAM : \nnoiin< i-ii»nfi 



HOUSE TRAILER 



'-I'ONsOH: Conolly Motor St-rvire Ar;i£N(„V: Uir.^t 

C \l'^l LE C HISTORY : The Conolly Motor Scfiue 
bought one announcement daily on IF FOR, using the 
same time each day. Results were good and one day \f 
li. Conolly, otrner of the firm, decided to advertise & 
house trailer — the first time he had used radio to adver- 
tise such an item. "Almost immediately. ' he says, "lit 
began to get phone calls and personal visits from peoph 
uho were prospects . . . we sold the trailer after only 
four announcements. ." The announcements cost Sl.H'i 
each on a \Oo-tinie schedule. 



WFOR, llaltioiniT!;. Mi> 



I'ROCR \M: \nni>un(( nn-nt« 



SAW SETS 



■-I'ON^OR: While Mlnrk ( ... \GE\CV: Direct 

CM'sl U. ( \s|.. HISTORY , Harold IVhile went into the 
cement block business seven years ago. Five years ago 
he started advertising. He used only one medium — ra- 
<lio. And be used only one radio station, KREM. Each 
year U hite put of his total volume into the KRE.M 
udvertKsing on a year- round basis, even though the con- 
striiition industry is a seasonal business. White happily 
reports that his ad vertising has paid of]: at the end of the 
fourth conseciilive year oj advertising his annual sales 
loliiine has dimbled. 



SPONSOR: J'tnnsylvaiiia Saw "^ets i I'enii Sa^v r ACK V,'!'.; r)Wr(? 

CAI'-I LV. (:\^Y. HISTORY: The sponsor, selling a han- 
dle with four interchangeable saw blades, contracted for 
four weeks of participations on Suiiii-^e Salute. Restih'' 
were so good, hon ever. that he renewed four times vxf 
tno week cycles). At the end o/ 12 neeks he had fp- 
ceiveil 1,351 orders at S2.98 each. Thus, for an adverin 
ing expenditure of Sl.MO.tM). Ii^ got 1,023.9!! worth n< 
business. The schedule ran from 1 February lO.")} throutb 
21 April 19.54 between 6:00 and 0:4.5 a.m. 



k\'\\:\\. ^piikaiu 



I'RiXiR \M : \iiiii)uiireiiu»iiv- 



WEKI. Hort.Ml 



PRO(^,R\\h ^.inri-- ^alitU 



T-SHIRTS 



FURNITURE 



^PON^ItK: i.<..l- ^linp. \CE\(.V: Dinrt 

< \l'^l 1 I ( \-K ll|sr()i;\ : [ j^u ,„anager of the 

Huntington Leeds Shop, put all his advertising eggs in 
one bash't and it \)aiil of]. I ■■sing \)articipations [at a 
\'.\-time cost of S')..><) each) on the Slan Sam shou. 
I do]] sinil "I hai r had iiiiineroiis and continued suci essCs 
in merchandising purtii iilar items. One of the niost siic- 
crssful promotions uiis the sale of (>00 T-shirts in a tno- 
ila\ period, adi ertised onl\ On the Man \ ."^am shoii . . . . 
I am .highly pleased iiith the whole venture. . . ." 

W^V/., Iliiiitiii>!liiii PRO(,R\M: "^lan & "^am '^Ikiw 



>P()\>OK: VVavM.I.- Fiirniiiii. \(;BN( N : Dif 

(.AP>L Li: ( lll>TOR\ : The II ayside Furniture C ft 
began its current radio advertising last December at the 
same time that it (lro\>peil all its newspaper advertvuns., 
L sing nine announcements weekly [at a cost of 
neekh i. John llingle. manager, says he nou "can point 
to facts ill black and ichite u hich show that our sales Im-e 
increased 30*^,' . //; fact, we'll go further and say that one 
out ol every four customers is the direct lesiili of out 
radio udvertising on II Kl}\, . . 

W kl!N. ^(Mni^~l(.«n. Oiiifv I'ROt^RWl;? Xmiunno-piAil* 



Station Uses 



News 



To Build More Revenue From 

Present Sponsors 




// your .station is not yet using Associated 
Press service, your AP Field Represen- 
tative can giie you complete injormation. 
Or write — 




WPLH, at Huntington, W. Va., was carrying a 
heavy load of "spots" but had room for 
additional sponsorships of its popular 
five-minute AP news programs. 

General Manager F. J. Evans analyzed his 
list of sponsors. One of the heavy "spot" 
users was Lawrence Drug, which had been a 
sponsor with the station since WPLH 
went on the air in 1946. The "spots" had done 
a good job for the firm. Wouldn't one 
of the five-minute news programs do a better 
one? A WPLH account executive talked 
it over with the druggist, and he agreed. 

Within a month Evans had shifted two more 
satisfied "spot" buyers to five-minute 
AP news. One was B&B Food Market, 
featuring its own brand of coffee. The other 
was Pilgrim Laundry. And in each case, 
the sponsor's satisfaction increased. 



In a multi-station community, 
Evans says, "Make fhe most of 
what you already have. In our 
case, it paid off for the station and 
for our sponsors." 




Those who know famous brands . . . 
know the most famous brand in news isJP 
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TO SELL 
JACKSONVILLE 

(and the rich Northeast 
Florida market . . .) 



BUY 




WJHP-TV 

Channel 36 

§ § § 

53,374 UHF SETS-IN-USE 

§ § § 



A8C • NBC • DuMONT 
Television Networks 

§ § § 

For rates, availabilities, and oth- 
er information, call Jacksonville 
98-9751 or New York MU 7-5047. 



§ § § 



WJHP-TV 

lACKSONVILLE, FLORIDA 

276,000 watts 

on Channel 36 

Represented nationally by 
John II. I'erry Associates 




Everett Hoyt (left) welcomes John Knox of Knox Gelatine to new agency offices 

Everett W\ lUnjt 



agency profile 



President 

Charles W. Hoyt Co., New York 



W'lieii Everell llo\l. now |M"es-i(lcnl of Cliarlcs W . H()\l Co.. grad- 
ualed from ^ ale in 1927. radio was the new and glamorous ad\er' 
lisinji medium. Ho\l lliercfore went into llie radio deparlnienl of 
liis father's agenc) . 

Among his first accounts was a ?mall ginger ale rom|)any with 
IWo 15-minute musical programs a week on a sj)lit Eastern network. 

' Our talent costs were ahoiit S2()() or $300 a week, ' Ho\t tokl 

SI'ONSOK. 

I his expenditure paid for a |)iano duet and a lenor. hut ihe client 
didn'l like the tenor. During an audition from the client's hooth 
I from which he couldn't see the tenors! lloyt picked a fellow Yale 
man : Lanny Kos*. Ross took the joh for S25 a program and lost it 
two weeks later when the client got the original tenor hack. 

Today, as head of an agency hilling at the rate of So million hi 
1954. Ho\ t looks hack nostalgicalK to the day* w hen talent costs 
could he measured in three instead of fne figures. 

'"Our radio and tv accounts generall) spend hetween S200,000 
and SI million a \ear.'" lloyt explained. "'This means that network 
t\ is prett} well out of ouv range at ( iirrent ]>rices. I hose of our 
clients who are u>iMg t\ are u>ing it on a spot announcement hasis. 
Hut more and more of them are determined to get into the medium." 

As a result of this rush into tv bv medium-sized adxertisers, the 
proportion of Ho\l liillings going into air media has risen sharp!) 
over the past three \ears: some 3.5*^ <' of over-all hillings are in radio- 
tv today. This percentage figure includes among others Arnold 
Bread. Knox Gelatine. C. \X a-^hington t olTee and Kirkman l)i\ ision 
of Colgate- Palnioli\ e Co. 

Among the oldest agencies in the l)usine^.-. under its original name. 
Charles W . Hon t Co. was founded h\ F,\erett llo\t:r father in 1909. 
It wa;. taken o\cr h\ hrother^ \\ inthrop (now chairman of the 
hoard I and E\eret[ (j)rc>ident) in 192«S when the two were 28 and 
2.5 \ears old re>ptvti\ civ . 

When not siiper\ising the agency, which has smne 110 cm|)!o\ees 
in a modernisti<- new Madison A\enue oflTice. l!o\t spends his time 
in ("old Sjjring llarhor with his wife and iliree sons. * * * 
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Flowers by Air 



WNAX-570 recently offered its radio audience packets '-I 
garden seed. To date, 14,4 08 requests have been 



For a whole generation — 3 2 years — \\'NAX-570 has Ik-i-h 
cultivating Big Aggie Land, one of the richest 
agricultural areas in the world: Minnesota, the Dakotas 
Nebraska and Iowa., 

Our slogan: "Serving the Midwest Farmer." 

Our audieiice: 2 million people annually spending 
$2^2 billion in retail sales. 

To plant your sales message in this market, see 
The Katz Agency. 



filled — at 5c apiece. 




WNAX-570 



Yankton-Sioux City 



CBS 



Represented by The Katz Agency 



WNAX-570, a Cowles Station, is under the same manage- 
ment as KVTV-Channel 9, Sioux City, the tv station 
reaching 37. farm-rich counties in Iowa, Nebr. and S. Dak. 
with 632,000 population, $746 million in '53 retail sales. 
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CarrolV ahout! 



Now 



o))U)iei'cials— coast-to-coast— 



in peak morning time for as low as $1,300 a message 



Listeners this fall are going to have a lot to carol 
about when "Story Time" starring gifted actress 
Madeleine Carroll, will be presented 5 days a 
week from 10:35 to 11:00 AM over Mutual, the 
network for Radio-PLUS. 

This is dramatic news for millions of house- 
wives, but even more so for advertisers through- 
out the nation. 

Why so dramatic? Simple: You see, the 
Madeleine Carroll show brings to daytime radio 
the successful, proven formula— top-flight dra- 
matic shows plus low-cost flexible purchases— 
that has made Mutual's evening Multi-Message 
Plan the most popular, most widely sold partici- 
pation plan in network radio. 

And now here's a brief run-down on Mutual's 
new daytime Multi-Message Plan . . . 

THE TIME : Monday through Friday, 10:35 
to 11:00 AM. A time deliberately selected to 
reach millions of housewives and help them 
make up their minds while they're making up 
their marketing lists— ant? timed when TV com- 
petition is at a minimum! 

THE PLACE: "Story Time" has been care- 
fully placed in a solid commercial program 
block — preceded and followed by full-network 
commercials. It will be heard over the more 
than 500-station Mutual Network — over 300 
located in markets that TV and other media 
sparsely penetrate. 

THE GIRL: Madeleine Carroll.. .star of 
radio, television, films, and theatre ... doubles as 
storyteller and leading actress in "Story Time!' 



It's a listener-winning combination. Last year 
when Miss Carroll and her talented cast were 
presented in the evening, ratings jumped 20%. 

THE OPPORTUNITY: Never before have 
national advertisers been offered morning 
participations on Mutual. Never before, on any 
network, have they been offered participations 
in a name-star dramatic vehicle... in a longer 
than fifteen-minute show... in such early morn- 
ing time. Priced as low as $1,300 a participa- 
tion, for time and talent, Mutual's morning 
Multi-Message Plan has been designed to dupli- 
cate the proven success of the evening participa- 
tion formula. <^ ' 
Because we can only accommodate one 
product of a kind, you'd better hurry — if you 
want to "Carroll" with us! 



MUTUAL Broadcasting Sijstenv 





« foriiiii on r}ii(>.vf ioii.v of current interest 
j to «ir advertisers and their ayenvies^ 



Will CitnmlUtn ruilio have the same pvobleiuK 
vompetinfi Hfininsl television radio has had In the IJ.S^ 





THE PICKED PANEL ANSWERS 

RADIO UNMOVED BY TV 
liy Dun liisley 
Pru-iram Director. CKH) . Toronto 

1 elovision has 
conip to Canada 
and found am ra- 
dio unmoved. In 
Toronto. Cana- 
da's greatest mar- 
ket, am radio has 
had to live witli 
strong television 
competition for 
the listener for five years from BulTalo 
and Rochester and for the past two 
years from the state owned station in 
Toronto itself. 

We have no criticism of this won- 
derful new medium of cDmniunication 
— we've heen trying for years to ob^ 
tain a license ourseKes — even though 
some advertisers have prodded their 
agencies into using tv as a new to\ to 
the point of devoting former radio 
budgets, plus new money, to what is 
called ''getting our feet wet." 

However, the facts are plain. In 
Canada s greatest market, the two most 
powerful private am stations are doing 
as well, or better sponsor- wise, during 
nighttime hours a< ever before. Day- 
time ratlio remain^ the same wonder- 
ful buN. During the past 12 monthi-. 
CKKY showed a 10%' im rea^^e in busi- 
ness i)\er the pre\iou* years. 

I he future w ill uiidoubtedls call for 
a new look at niglittimc prugraming. 
probabK extending the trend to disk 
jockc\s into the fresh tcrritor\ of 
nighttime hours. We'll need harder 
selling h\ < ommercial departments, but 
both developments arc beneficial, par- 
ti<ularly to independent operations 
such as CKK^'. 



Outside the major markets, particu- 
larly away from the porous border, 
one must consider the peculiar Cana- 
dian broadcasting structure — dominat- 
ed by the Canadian Broadcasting Cor- 
poration, whose creed prohibits the 
wholesale introduction of the top U.S. 
shows to Canada whether in radio or 
in television. The viewer does not have 
the ''Freedom of Choice" available in 
the U.S.A. Ultimately, Canadian am 
expects the choice of radio or televi- 
sion by a sponsor, or the division of 
his budget between the two to narrow- 
down to a question of cost-per-listener. 
On that basis, am radio in Canada ex- 
pects to be the liveliest victim of tv 
an advertiser or a listener will want 
to hear. 



U.S. EXPERIENCE HELPFUL 

liy Ken Mnrsdeii 
CFRIi, Toronto 

In reply to the 

f'^^^l^ question, my an- 

jfe) swer is a definite 

AO. 

FovtunateK ue 
in Canada have 
had the opportu- 
nity to w a t c h 
closely the de\el- 
opment of tele\i- 
slon in the I nited States, its problems 
and headaches, the mistakes that were 
made and the effective as well as in- 
effective methods used by radio to com- 
bat television competition. 

Canada's comparatively small popu- 
lation stretclies over an enormous area. 
It will be a long time before the ma- 
jority of Canadians will have television 
at llieir fingertips. In effect, television 
will ease itself into the Canadian home, 
rather than like a mad bull in a china 




shop, upset the most basic principles o.f 
home life. 

\N'e in the Canadian radio industrv 
have gained a lot of experience from 
the I nited States, experience which w:e 
can u^e and are using to show that ra- 
dio is and w ill continue to be a great 
medium. 

Of all the devices men have used to 
tell people what they have to sell, the 
most effective is still the microphone. 



TV A STIMULANT 

liy Horace A. Stovin 
Horace A'. Storin & Co., Toronto 

Canadian adver- 
lisers. agencies 
and radio broad- 
casters can and 
are benefiting 
from I .S. expe- 
rience in the de- 
velo])ment of the 
sister medium, tv. 
All. 1 believe, are 
grateiui for the knowledge a\ailahle 
tlirough 1 .^. experience. Similar prob- 
lems may present themselves, but the 
fact that L radio has continued to 
prove its value- in sales promotion 
marks a tempered course for Canadi- 
an advertisers. They ha\e the oppor- 
tunity of adding the new medium to 
their kit of sales tools rather than to 
connnit the error of substitution, bas- 
mg sound decision on I .S. experience 
and research (>uch as AUHl I. 

The facts available lend emphasis to 
the exceptional values the broadcasting 
medium has offered advertisers. The 
advent of the new medium has stimu- 
lated the development and refinement 
of techniques in the am field that en* 
hance its selling productivity. 
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HAD TIME TO ASSESS TV 

By j. A. llnmmond 

liroadcastiun Mantificr, Canadian 
Marconi Co., Montreal 




The 



no. 



answer is- 



Tliougli the fun- 
damentals of the 
am - tv competi- 
tion are the same 
in both coun- 
tries, the situa- 
tion in Canada 
contains elements 
which do not exist on the American 
scene. Canadian radio will have man\ 
of the same problems faced by Ameri- 
can operators plus quite unique prob- 
lems which radio in the U.S. has not 
had to face. But it is not all bad since 
the policy of our government has 
caused tv in Canada to take an en- 
tirely different form and in some re- 
spects this has made the lot of the ra- 
dio operators much easier. Further. 
Canadian stations have had the benefit 
of watching the progress of tv in the 
U.S. before having to face it here. 
This is no mean advantage. 

Generally speaking, there are fewer 
sfations in each market in Canada com- 
peting for business than there are in 
the United States and this is an ad- 
vantage. On the other hand, the rate 
structure in Canada is lower than in 
the U.S. and the "pie" to be cut up is, 
generally speaking, much smaller. 

Television has grown but slowly in 
Canada and the CBC's policy of reserv- 
ing major markets for its exclusive use 
has greatly slowed the rate of growth 
of the new medium. This monopoly 
has resulted in a shortage of time in 
major markets. Some ad\ertisers may 
have found that they could not get ma- 
jor market stations and discovered 
that they could not economically buy 
the lesser markets due to the high cost 
of tv production. This has caused much 
confusion and no doubt will result in 
marry last-minute switches in budget 
appropriations. Signs now indicate 
that money which had been earmarked 
for tv is now being cut up and spent 
in other media. Some of this money 
will come back to radio and optimists 
will assert that because of the size of 
tv budgets more money will wind up 
in radio than in the past. If billings 
continue to hold up at their present 
rate for the next few months — and 
(Please turn to page 128) 




^oiomorKO 




25,000 WATTSI 



TOWER POSITION.. HIGHER! 

WATTAGE TRIPLED! 

MARKET COVERAGE. ..SATURATION! 

— and a big plus ! ! ! ! 

Fantastic is the word — the word for the way viewers 
of the Rochester area have, during these first eight 
months, welcomed Channel 10 into their living 
rooms. It's the word, too, for the way local, national 
and network sponsors have gobbled up our time 
. . . that, of course, is what top programming does 
for a station! 

Just look up the Rochester Spring "Hooper"* your- 
self — check rates — study our coverage map above — 
then consider this new Channel 1 0 up in power! . . . 
We'll tivtger you'll be asking us for availabilities! 



DAYTIME ON CHANNEL 10. — The strong CBS daytime 
shows plus our own smash local participating programs 
offer many 1 5 to 20 ratings, some adjacencies to ratings 
21 up to 29 — yet at our low, low class "C" rates. 



CHANNEL 10 



V H F 



CBS B A S / C 



ABC AFFILIATE 



OPEKATEO SMA«( TIME »T 

WHEC-TV • WVET-TV 



ROCHESTER,N.Y. 



EVERETT-McKtNNEY, INC. ' NATIONAL REPRESENTATIVES' • THE BOILING CO., INC. 
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mighty moving 



experienc^l 
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SPONSOR 



Speaking of movino . . . the big surge, the big shift is to NBC radio . . . where 
stiers are moved to laugh, to cry, to buy. Programs and sponsors are switching. More and more 
stjiers are switching. It's all part of the new excitement on NBC this Fall! 

Take Tuesday night ... a great new day for radio. Two long-famous shows. Lux Radio Theatre and 
ecle Are Funny, are moving to NBC and bringing their fans with them. Other programs have 
?e*juxtaposed ... to make Tuesday night one solid can't-leave-it-for-a-minute mass of entertainment. 

Side by side, the seven programs below, guarantee audiences in the millions at a cost in 
pies, for every Tuesday night advertiser. If you move fast, there are still one or two opportunities 
liroato join this great NBC evening. We suggest that you call your NBC representative now. 








'4 t 




rv.'A./vv/V'v/vy> X 






•Sponsored on other nights by The Gillette Co.. The Toni Co. Division, and Radio Corporation of America. 
•Sponsored Tuesdays and other nisfhts by Prudential Insurance Co. of America, Radio Corporation of America, 
Lewis-Howe Company, Carter Products Inc., Liggett & Myers Tobacco Co. Inc. 
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I'ulilir xTur-e pnjjii amiiig nccdii'l 
lie an arltstic Mufcss liul a fiiiaiu ial 
failure. \G. W on ("-lor. has found 
(lull a pulilic i-crv ioc >li()\\ can pr()\e 
to he a us-eful vehicle for sponsors. 

Louis. Fonlnine, inth^pendenl radio 
producer, and WTAG cooperated in 
j)rodu<-ing and hroadcasting Mam 
Street, Europe. The show was tape- 
re<orded in 14 Kuropean countries, 
features 5(10 interviews with Kur<)j)eaii 
housewi\es. workers, fanners, husi- 
nc<snien. <liurctinien. economists and 
government officials. 

Kach half-hour program (the show 
is; airefl Sunthiy afternoons i is sold 
for S300. This in<ludes a two- or 
three-nnnute "commercial in which 
Fontaine interviews a represenlati\ e of 
the sponsoring companv. Frequentl) 
the husinessman heing interviewed can 
contrast conditions in socialistic na- 
tions of Euroue — as revealed in the in- 
terviews — with those in capitalistic 
United States. One show, for instance, 
featured chats with Paris hus riders 
w ho complain of a dOO*^^ fare increase 
since 1945. Contrasted with this were 
interviews on Worcester busses: fares 
in the American city have gone up 
50 since 19 f5. 



Instead of plajing down the age of 
llolKwood movies to be used on tv, 
here s a ca^e where old age will be 
promoted. 

Sterling rele\ision Co.. which owii& 
tele\ i^ion rights to the Biograph and 
Fflison fdm libraries, has taken the 
old silent movies and made them into 
a docunuMilary t\ pe of program. I'^acli 
program contain'^ a "^liort" (which 
run- from one to three minutes I and 
a "feature" (an old one-reeler which 
runs ahoul 10 minutes I. 

Among the ancient frhrr* is 7 /re 
Orcat Train liohhery, the first mo- 
tion pi( turc to have a plot arrd tell a 



Fontaine spent se\en months taking 
his Jeejjster and two battery-operated 
tape recorders on a 30,()00-mile swing 
across Europe. 1 he investment in time 
and energy has j)aid off, v\ ith the 
show's gross to date totaling SI 0,000. 
Besides money, the j)rogram also has 




Fontaine interviews Paris bus riders for program 



brought WTAG and Fontaine a na- 
tional Christopher Award and the 
Armed Forces Radio Service will 
broadcast the series this fall to Amer- 
ican ser\ icemen around the w orld. 

* * ★ 



story; The Eagles Sest, first film pro- 
duced by D. W. Griffith; Quaint Spots 
in Cairo, Egypt, first travelogue; Pub- 
lic & Private Care oj Infants, first doc- 
umentary. Stars of the films include 
Francis X. Bushman. Mary Pickford. 
Mack Sennett. Mabel Normand, the 
Gisli sisters. 0. Henry was the first 
'"name" writer. 

The old niov ie makers weren't as 
concerned with detail a|jparently as 
producers of today. A movie about 
the Olfl West shows a sl(K'kade heing 
stormed. It looks ver\ realistic — ex- 
cept for a <torm sewer plainly visible 
on one side of the screen. * * * 



Olilahontti City retiiilers 
titld about colter televisiou 

h won t he long until the price of 
color tv sets comet- down. That's the 
opinion of P. A. Sugg, manager of 
\\ KV-T\\ Oklahoma City. Okla. The 
station. v\hrcli planned for color far 
in advance, is comi)letely equijiped for 
c(dor t\. Sugg tells why there'll be 
cheaper sets stjon : l here are so man\ 
principles involved in color tv that the 
field of improvements is wider than in 
other aj)j)liances based on only a few- 
fundamental principles. "Add to this 
the economic fact that e\ery person 
who now owns a black and white set 
will want a color set," says Sugg, "and 
you have a ready-made situation for a, 
swiftly moving j)attern of an improved 
product for less money. 

Sugg's analysis of the color suilar 
tion. in (|uestion-and-answer form, is 
contained in a 14-page booklet being 
.sent to Oklahoma City retailers. Titled 
Hue and You, the booklet (printed in 
colors, of course) points out to retail- 
ers thai ' there is no single factor which 
has more influence on human aflairs 
than color. There is color in all things 
we term 'beautiful . . the booklet 
states. "It is our l)elief that all other 
forms of communication have been 
'substitutes' for reality. Color televi- 
sion will enjoy the complete approval 
of both \iewers and advertisers, for, 
at long last, here is a medium that can 
really 'take you there.' to enjoy the 
'color.' the 'sight,' the 'sound' and the 
'motion' of the v\"hole world of enter- 
tainment and information, . . . ' * * * 

Itrteiltf . K « 

The first color network television 
]irograni to be seen in Kentucky was 
The Marriage, telecast over WA\'E- 
TV. Louisville. The show was telecast 
29 July. 

• • • 

Some television stations are starting 
to resendde "continuous performance " 
movie theatres. A case in point: 
\\'FBG-T\". Altoona. which programs 
the late movie each night as the first 
mo\ ie in its schedule the follow ing af- 
ternoon. One viewer, commenting on. 
the situation, said he gets slee|>} half- 
way through the nighttime mo\ ie so 
he tunes in the next afternoon to find 
out how the |)icture ends. 



Tv movies too old? Witit'll yoii see Sterllitfi's *iieis3' shotv 
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The IJlieracp Radio Show was re- 
leased a montli ahead of scliedule "in 
response to urgent requests from spon- 
sors and stations.'" Edward Grossman, 
director of Guild Fihns Radio Div,. 
said. ]\o said the first Liheraee radio 
program was hroadcast over W'TOl', 
Washington. 9 August, and was spon- 
sored h\ tlie Oldsniobile Dealers of 
Greater Washington. 

* « * 

The picture below shows Miss 
\\ FLA. Tampa, who is doing her best 
to point out to agencies and sponsors 
that "wherever you go, there's radio." 
In private life Miss WFLA is Joart 
Whitley, who won the title in a recent 
beaut) and talent contest conducted by 





the station. Miss Whitley and the run- 
ner-up in the contest, \enita Tolon, 
won all-expense paid trips to Miami 
Beach and Havana. 



Sandwich your spots among the TOP 20 PULSE- 
rated programs on WBNS, and join the satisfied 
sponsors who savor flavorful profits from loyal 
WBNS listeners. The ^^piece de resistance" is a 
market of more Central Ohio listeners than all 
other local stations combined! 



Goldswan Productions Inc.. as part 
of its over-all expansion, last week 
moved into the iXew York offices for- 
merly occupied by D. P. Brother & Co. 
The offices have been redecorated in an 
antique decor. The appointment of 
Miss Frances O'Brien as public rela- 
tions director and account executive 
was part of the expansion program. 
(Please turn to page 140 li 
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DEAR MR. ADVERTISER, 
MIILIONS HAVE APPLAUDED 
US ON STAGE, RADIO, IN 
BOOKS AMP MAGAZINES. - 

NOW, we're readV to 

SELL FOR you iN TVis 
MIGHTIEST SELLING FORCE, 
FAMILV SITUATION COMEpy. 
WHEN FAMILIES SEE THEM- 
SELVES AS THE ARCHERS, 
youVE G0TTH6M By - 
Trie EM OTfONS, BETTER. 
WRITE, WIRE OR PHONE 



'(Mm 



BRILLIANT- CdMPATIBtE 




CAiVADA is booiii country . 

MVUMBt u share 



]u-[ -\)t\ik ii|>. 

The (]aiui(liaii U li>teiiiiig for \oii at 
radio. ilcV Ii>teiiiiig in Alhcrla, uIumc the 
(til - coiuiiig up riclier and thicker than 
ever. In Sa-katcliewan. wliere uranium, 
oil and l)nni|)er eroi)> are .swelling the cof- 
fer.-.. In Labrador, on top a new wealth of 
iron ore. In Quebec and Ontiirio, where 
liea\y iii(lu^tr\ keep^ getting heavier and 
light industry expands by leaps and bound?. 

riie Cana(|ian is li>tening in e\er} eitv. 
town and \ illage. . . to a voice he a]readv 
know> and trn.^t>. the voice of hi^ local 
radio .station. The wife i> listening — the 
young~ter>. too. Million.- upon millions of 
Canadians, with more money than ever to 
sf)end . . . and wanting to know what lo 
-pend it on. 

Speak up. Voiril be heard in 95% of all 
die home- in Canada ... in the language 
familiar to each home, Engli>h or French. 
VouMI he heard in the best of companv — 
the big network shows plus the friendly 
entertiiininent, new> and service.s that onlv 
local radio can provide for it? eonnnnnity. 
Local radio in Canada is welcome, inti- 
mate. per>ua>i\e. It's everywhere, in a 
country where only 38% of the [.'opula- 



tion li\e- in citie- of 30,000 or o\er. It 
combine- penetration,, elTecti\ ene.-~ and 
economy a- no other adverti-hig medium 
in Canada can. That".- hard fact. 

Purchasing pDwer r- booming. Canadian- 
spent 10^ billion dollar- in 1951, ju-t iri 
the retail -tore- . , . alnio-t 1 1 %> billion 
dollar- in 1952 . , . and well over 12 bil- 
lion dollars in 1953. And Canada hu\> 
more L .S. good- than any other country 
other Uian your own. With ca-h — tbri -tuff 
that's straining every billfold in die coun- 
try. 

W ant a share? Canada i.- waiting b}- the 
radio. Just -peak uj). 

TV? 

Increasingly. Caiiiula is waiting liv the T\ *et. 
too . . . by tlie end of 1954. at least 17 inde- 
pendent T\ stations will ho prepared to carry 
)our messages to enlliusiastic, new T\-\iewerS. 

You abeady know llie kind uf impact TV lias on 
fre?li. receptive foiniiiuiiilie-. .\nd \ ou know 
the ricii value Canada can he to \ou a? a market. 
Draw > our conclusions. Map your media strategy. 
But remember this: your greatest oj)i)orlunily in 
Canada i- \01F! 



CANADIAN ASSOCIATION 
OF RADIO AND TELEVISION BROADCASTERS 



108 Sparks St., Ottawa 



373 Church St. 
Toronto, Ontario 



Ith .-t'liiiiKil L'utKdlinii S'<'<'(i»ii 




and television: W 



Hiyhlights of raiUo-tv picture 

Canadian, radio reached a ncir high in saturation 
and mnnher of ho))ies tJiis year. Wliile the 
effect of tv has been sligJit, radio stations, 
armed with the experience of brother broad- 
ctsters in the U.S., are prepari)ig already to put 
their best foot forward. Television will have 
its first big fall in 1954. Advertisers 
in both air media are selling to a population 
that is more jirospcrons than ever before. 

Project Fdilor: Alfred J. Jaffe 



Canadian market: how it's 
i>rown »»inoe last year and 
how it differs from U. S. 



Canadian radio: hi^i^er 
than ever and readying 
itself for tv competition 

Canadian tv: the latest 
information on status of 
stations <ind set growth 

Kound-np: a potpourri of 
stories on how am outlets 
program. sell. promote 

Every commercial radio 
station in Canada listed 
'■^ I with reps, rates, et cetera 



5 



page 76 



page 78 



page 80 



page 82 



page 84 



23 AUGUST 1954 




1 




to the 



The Duiiiiiiiuii likcvs U.S. |irocli*M 
different enough to reciiiiiit'iM 



RAW MATERIALS: Canada s riches of 
ore, alinniniim, oil and water power are 
continued economic ascendoicy 



lif hen the la,*t legal harrier to the 
St, Lawrence Seawa} \\a> removed b\' 
the L .5. Supreme Court in June, Ca- 
llaclia^^ literal!) danced in the streets. 
I \nd Canadian radio, incidentallv, had 
a lot to do with "letting the crowds 
out. I 

Tlii> jubilant reaction illustrates two 
out.-tanding. if somewhat contradic- 
lor\. ( haracteristicN about Canada and 
the Canadian market today. Let's take 
a -iinnnar\ look at them: 

1. Canadians look more and more 
to tile I .S. as partners and friends. 
1 h('\ welcome U.S. |)artici|)ation in the 
^ea\\a\. 1 he\ welcome L\S. partici|)a- 
tion in de\ eloping the vast Tngava 
iron ore de|)o>its on tlie bleak Quebec- 
Labiador frontier. (The first ship- 
ment- of I nga\ a ore moved b\ w ater 
on i \ugu^t.l The\ \\elconie, in ^bort, 
I .S. cajjital and initiative. 

iiut more tlian tliat tbe\ ( onsume 
I .S. product>. eiijo\ I .S. entertain- 
ment, often c()|)\ L .S. manners. This 
i- ((intinuing to attract I'.S. firms to 
the Dominion. The latest to join the 
|)ara(le north is (General MilU. wliicli 
lia- jii-t -et up a (Canadian o|)eration. 
i- alrea(l\ lins\ ad\erti-;ing. will >|)end 
at lea-t lialf of it- ad l>udget in radio 
and t\. 



2. On the other hand Canadians are 
looking to themselves with a new 
awareness of their vitality and prog- 
ress. The) were prepared to develop 
the Seaway themselves if the U.S. 
didn't decide to come along. After 30 
\ears of VS. hemming and hawing it 
was the firm decision of the Dominion 
to go it alone if necessary that helped 
spark U.S. Congressional approval of 
the Seaway. 

If Canadians welcome U.S. invest- 
ments, they abo do a bit of investing 
themseKes. It is not widely known 
that Canadian investment in the L^.S. 
is greater, per capita, than U.S. invest- 
ment in Canada. Canadian investment 
in the U.S. now tt)tals S1.250 million 
or So3.33 per Canadian. U.S. in\est- 
ment in Canada totals S8.000 million 
or $50 per person in the U.S. 

Similarly Canadians, who are great 
adnurers of I .S. ad\ertising methods, 
are being depended on more and more 
to take on advertising and ad\ertising 
servicing chores of U.S. >nhsidiaries 
and sifter firms in the Dominion. Lar- 
I) advertising by I .S. firms in Canada 
was almost a carbon-c'opv of U.S. 
themes and te<hnic|nes. While basic 
appeal- in ad\erti>ing cop\ and pro- 
graming are the same the world o\er. 



effective advertising requires an ilTtf- 
mate knowledge of markets and peo- 
ple. As much as Canadians take over 
U.S. wa)s of doing things there are 
enough differences bet \\'een the t\vti 
peoples to require experts to do a good 
selling job. 

Canada is not only attracting new 
firms from the U.S. but subsidiaries 
already there are expanding opera- 
tions. Westinghouse has completed a 
new plant. Both Ford and Chrysler 
are embarked on expansion of their 
manutacturing operations. 

The fact i- that Canada is continu- 
ing to boom. Tliii- is not onl\ true iji 
the field of raw materials (water po\\- 
er. oil. aluminum and iron ore) but 'w- 
obvious in the things an observer < an 
see. V visitor to Canada cannot help 
but be struck b) the evidences of ma- 
terial wealth — new homes, new ofiice 
buildings, new shopping centers. This 
boom is evident despite a mild recesw 
sioii- — centered in the "home indus- 
trie> ' — and a few -oft ^pots in agri- 
cultural areas. 

Let s run o\ er quickly a few ba.sii*- 
figures on the Canadian market: 

l'o|)uIatioii at the 1 egiiiiiiiig of the 
\ear hit more than IS million, an in- 
crea-e of more than 400.000 since the 
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kket: cousin 
lit not a twin 

^'pys U.S. aiitertainiuciit. but is 
R'Sfciic experts for effective selling 



PRODUCTION: Canada s increasing 
standard of living provides a market 
for growing list of home industries 




year before. This may not sound large 
beside the U.S. but the Canadian pop- 
ulation is increasing at more than twice 
the rate of its southern neighbor. 

This increasing population is better 
off than ever before. The average ba- 
sic weekly wage (not including farm- 
ing or fishing) was nearly ()^( higher 
in 1953 than the year before. The ac- 
tual figures are $53.86 (Canadian! in 
1952 and $57.03 last year. This re- 
flects real income. The price index 
during the last month of last year was 
at exactly the same level as 12 months 
previous. As a matter of fact, the price 
level during 1953 was lower most of 
the time compared with the year be- 
fore. 

Retail sales last year were nearly 
4% above the year before, or. roughly 
S12 billion (Canadian) in 1953 com- 
pared with $11.5 in 1952. The rate of 
increase was smaller than 1952 over 
1951. Increases were registered in all 
categories except general stores, men's 
clothing stores, restaurants and fuel 
dealers. The largest increases were 
among (1) auto dealers, (2 1 lumber 
and building material dealers and (3 I 
appliance and radio-tv set dealers. 

Canadian prosperity is reflected in 
I Please turn to jyage 86 I 



Ciitiada's popiilntioii uml rndlo set vomits 
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Populatian 


Households 


Per Cent 
Radit 


BRITISH COLUMBIA 




1954 
I 952 


-1.252.000 
— 1,181,000 


393,000 
371.000 


96.7 
94.4 


ALBERTA 






1954 
1952 


— 1,023,000 

— 965,000 


e^s.ooo 

267.000 


93.6 
94.4 


SASKATCHEWAN 






1954 
1952 


— 871.000 

— 807.000 


241,000 
238,000 


96.7 
95.0 


MANITOBA 






1954 
1952 


— 820,000 

— 766,000 


226,000 
214.000 


95. 1 

92.5 


ONTARIO 






1954 
1952 


— 4.977,000 
1.647.000 


1.37^,000 
1.282.000 


97.1 
95.2 


QUEBEC 






1954 
1952 


— 4,3.12,000 
—4,102.000 


958.000 
905.000 


97 4 

96.0 


NEW BRUNSWICK 






1954 
1952 


— 542,000 

— 512,000 


129.000 
122.000 


95.3 
91.8 


PRSNCE EDWARD 


ISLAND 


1954 
1954 


— 10>.000 

— 100,000 


24.000 
22.000 


91.7 
90.9 


NOVA SCOTIA 






1954 
1 952 


- 671.000 
— 636.000 


1 72.000 
163.000 


97.1 
90.- 


NEWFOUNDLAND 






195) 
1952 


— 390.000 

— 365,000 


-<2,000 
76.000 


87.* 

80.3 


CANADA (tatal) 






1954 — 
1952— 


15,018,000 
14,081.000 


3.886,000 
.'}.660,000 


96.4 
94.4 


SOURCE: Bureau of Broaili a^l 
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'52 and '54 booklets. 
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Radio is ready for i\ battle 



Vi(lcM> oi'i'oc'l is sliiJllil so I'ai* its radio lioiiie «$aliirallioiB roaclies now lii^'h 



Q. What changes have taken 
place in Canadian radio? 

A. Cailndiuii radio is liijrger. Tlic Bu- 
reau of Hronclcast Measur(;inent, au all- 
iudiislry group supported by hroad- 
caslors, ajzcucitN and advertisers, dis- 
<lo>eil that at the beginuiug of this 
\(>ar there were 3.7^1<},0()() radio homes 
in Cauada. This compares with .i,- 
151.000 two )ears prevtousK. I he 
perceut of homes with radio has also 
goue uj). I lie 1951 fiuure is 96.4, com- 
pared witli 91.1 two years previousl\ . 
There are 10 more stations on the air 
than there were last ) ear at this time. 
The total is now 167 connnercial sta- 
tions, including privately- and puhlic- 
ly-owned outlets. 

Q. Are these increases in radio 
homes evenly distributed? 

A. So. As might be expected, those 
Canadijin provinces with the heaviest 
saturation of radio sets show the small- 



e>t iuerea>e. All of the Dominion's 10 
j)ro\ inces (not including the ^'ukoii 
and Northwest 1 erritor\ ) showed ati 
in( rease in the number of radio homes, 
though Alberta had a slight decrease 
in relatixe saturation, dropping from 
91.4 to 93.6'^^. I he greatest increases 
in radio saturation were registered in 
Newfoundland, v\hich went from 80.3 
to u7.P/,i and Xova Scotia, which 
showed the most imjiressixe gain, ris- 
ing from 90.8 to 97.1 'T. Only radio- 
loving French Quebec has a higher 
percentage of radio sets, 

Q. How much money is spent on 
Canadian radio? 

A. According to the Canadian Asso- 
ciation of Radio and Television Broad- 
casters, about SI 1.6 million v\as spent 
in national selective (spot) radio in 
1953 and about S9 million in network 
radio. Local radio expenditures are 
difTicult to come b\ . but Charles Fen- 



Ijdii. CAHTH's new sales director, esti- 
mates figure approaches S20 million. 

According to Elliott-Ilavnes. Cana- 
da's mo^t widch used radio-t\ audi- 
ence niea>uremeiu serx ice. 1953 ad ex- 
penditure.^ in print media were as fol- 
lows: ( 1 I In <'j6 newspapers, $34,333.- 
379, (2 1 in six weekend papers, S9.- 
357,194, (3 1 in 14 magazines, $14.- 
o<)<).236 and (4 1 in 13 farm papers. 
$5,950,955. It would appear from 
these estimates that radio in Canada 
leads all other media w ith it> total spot, 
network and local billings of about 
$10,000,000 (this total derives from 
the three figures in paragraph above I:. 

Q. What effect has t* had x)n 
radio listening? 

A. Lp to now. not t(jo nmch, This 
fall w ill be the first during which there 
will be a substantial number of tv sta- 
ticjiis on the air. I here were three Ca- 
( /'lease turn to page 89) 



Canadians love sports. Pat Connolly, sports director of CJCH, Riddle contest programs are SfHI riding high north of border. Wonlari 
Halifax, broadcasts a 6:00 p.m. sports strip for the Gillette Co. receives $2,600 prize in "Trea$ure Che$t" program, CHUB, Nanalmo 
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\o Canadian network programs 1954 {compared win, how tiusf shows did in j3 a><d 'vi) 



DAYTIMt ENGLISH TOTAL RADIO HOMES REACHED 



DAYTIME FRENCH TOTAL RADIO HOMES REACHED 



1954 loss 10.-|2 

000 rc 000 % 000 

hotn(^s hoinfs hf)incs huiiu-s honicti hoincii 



(5 limes per week) 

jA'ERKINS 

GT TO HAPPINESS 

FER YOUNG'S FAMILY . 

HIHAPPY GANG 

3,) OF LIFE 

G5ISTERt ••• 

F CAN BE BEAUTIFULt 

'A. WEEK 

ISIHBOURLY NEWS 

fS OVER HOLLYWOOD 

t-QPOLJTAN OPERA 

513Y DOODY 

• Iji Top 5 In previous years 
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26 
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30 
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28 
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320 


12 


309 


11 
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IGHTTIME ENGLISH TOTAL RADIO HOMES REACHED 



19.-.4 1953 l!l.>2 

000 % 000 % 000 r>- 

homes homes homes homes homes homes 



t A W EBK 

J» ...^ 

•1MISS BROOKS 

Ht N ANDY 

RET GILDERSLEEVE 

/E THE WEALTH 

C R BERGENt 

I H HOCKEYt 

r THEATREt 

(."( timci per week) 

a . NEWS ID O'CLOCK 
8, NEWS ROUND-UP . 
B . NEWS 6 O'CLOCK . 

t Y VAUGHAN 

Ill OF THE ARMY 

pin Top 5 In previous years 
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JE VOIS Al TANT AIME 
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65 


409 


59 


• 






FRANCINE LOUVAIN 


436 


63 


390 


56 


341 


54 




JEUNESSE DOREE . ., 


425 


61 


385 


55 


392 
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RUE PRINCIPAL 


387 


56 


349 


50 


360 


57 
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TANTE LUCIEt 
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GRAND SOEURt : 
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OPERA DU METROPOLITAN 
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.Ni»l broRdcast m 1952 
fWtTf in Tnp Ti in prmous years 



NIGHTTIME FRENCH TOTAL RADIO HOMES REACHED 



ONCE A WKKK 

THEATRE FORD 

TANTEZ VOTRE CHANCE 

LA MINE D'OR 

N.H.L. HOCKEY 

LE CURE DE VILLAGE 

RADIO CARABINt 

CEUX QU'ON AIMEj 

DAILY (.1 liniei per wees) 

UN HOMME ET SON PECHE 

CHAPELET 

LE SURVENANT 

LA FAMILLE PLOUFFE 

METROPOLE 

RADIO JOURNAL (CBC NEWS)t 

YVAN LMNTREPIDEt 

tWere in Top 5 in previous years 
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41 
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35 
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264 


38 


294 


42 


322 


51 


178 


26 


161 


23 


207 


33 


70 


10 


86 


12 


182 


29 



fils above are those of International Surveys, which uses diary method, 
ri covered is first week of April for the three years. The English 



ratings are based on all Canadian homes; the French ratings are based on 
Quebec homes only. Note popularity of nighttime strips among the French 



Station's Ingenuity pays off in publicity attending presentation of U. S. syndicated shows are popular In Canada. Eno-Scott & Bowne 
park to city. (See CKCW, Moncton, in the station round-up story.) buys ZIv's "I Was a Communist" on CJVI, Victoria, gets display 
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commercial time is sold out 



Doiiiiiiioii vicloo |iro|i;irivs I'or first liiji" ye;ir Willi 7.>% fovera;»e by 

oarly pjirt ol" *.>5. Advertisers eliafe iiiicler ;>'overiiiiieiii eoiitrols 



Q. What's the status of Canadian 
tv? 

A. At the present time there are 13 
station? on the air. six of them govern- 
ment-owned and seven private. Another 
14 stations ha\e been approved by the 
CHC and are under construction. One 
of these is a CBC station and the rest 



are private. Practically every one of 
those stations not yet on the air will he 
h\ the end of the year. 

A])proval for a 28lh sation is cur- 
rently up in the air. The CBC set aside 
a j)rivale application for a tv station 
in St. John's, Newfoundland, and rec- 
ommended to the government that it 



Latest information on status of Canadian tv stations 



city 


Call 

Letters | 


Ch. 
No. 


Inter- 
con- 
nected 


Power 
Visual 


(KW) 
Aural 


Nighttime rates 
Vi hr. j 1 min. 


Date 
on air 


U.S. 
Reps' 


Can. 
Reps* 




.s r 


\ T I it S S 


o ^ 


A 


1 ft 










Hamilton, Ont. 


CHCH-TV 


11 


yes 


42.9 V 


25.75A 


$240' 


$90' 


7 June 


'54 


AY 


A-C 


Kitchener, Ont. 


CKCO-TV 


13 


yes 


16 V 


8.45A 


$180 


$60 


1 Mar. 


'54 


WT 


|AH 


London, Ont. 


CFPL-TV 


10 


yes 


117 V 


59.6 A 


SI 80 


S60 


28 Nov. 


'53 


WT 


A-C 


Ottawa, Ont. 


CBOT 


4 


yes 


15 V 


7.5 A 


$150 


$50 


2 June 


'53 


CBC 


CBC 


hAontrcal, Que. 


CBFT 


2 


yes 


15 V 


7.5 A 


$318 


$106 


6 Sept. '52 


CBC 


CBC 


Montreal, Que. 


CBMT 


6 


yes 


21.5 V 


I0.75A 


S300 


SI 00 


10 |an. 


'54 


CBC 


CBC 


Quebec City, Que. 


CFCM-TV 


4 


yes 


1.27V 


.635a 


SI 20 


S45 


17 July 


'54 


WT 


|AH 


Regina, Sask. 


CKCK-TV 


2 


no 


19.5 V 


10 A 


$96 


$32 


1 Aug. 


•54 


WT 


A-C 


St. John, N. B. 


CHSJ-TV 


4 


no 


27 8 V 


13.9 A 


$100 


$35 


23 Mar. 


•54 




A-C 


Sudbury, Ont. 


CKSO-TV 


5 


no 


2.02V 


1.2 A 


$90 


$30 


17 Oct. 


•53 


WT 


A-C 


Toronta, Ont. 


CELT 


9 


yes 


26.5 V 


13.25A 


$480 


$240 


8 Sept. 


'52 


CBC 


CBC 


Vancouver, B. C. 


CBUT 


2 


no 


25 V 


1.25A 


SI 62 


$54 


16 Dec. 


'53 


CBC 


CBC 


Winnipeg, Man. 


CBWT 


4 


no 


56 V 


28 A 


SI 20 


$40 


31 May 


'54 


CBC 


CBC 


S T \ T i 


o > .s 


1 


\ IJ 


i: It 


c o 


;V .S 


T H I 


C T 


1 « 




Brandon, Man. 


CKX-TV 


5 




19.3 V 


9.65A 






Fall, 


•54 






Calgary, Alta. 


CHCT-TV 


2 




100 V 


50 A 






Nov. 


•54 


WT 


A-C 


Edmonton, Alta. 


CFRN-TV 


3 




27.4 V 


13. 7A 






Oct. 


'54 




RR 


Halifax, N. S. 


CBHT 


3 




100 V 


50 A 






Dec. 


'54 


CBC 


CBC 


Kingston, Ont. 


CKWS-TV 


11 




257 V 


154 A 


$120 


S40 


Oct. 


'54 


WT 


A-C 


Monctan, N. B. 


CKCW-TV 


2 




5 V 


3 A 






1 Dec. 


'54 






Pcterbaraugh, Ont. 


CHEX-TV 


12 




260 V 


156 A 






Jan. 


'55 


WT 


AC 


Part Arthur, Ont. 


CFPA-TV 


2 




5.1 V 


2.55A 


$90 


$30 


Sept. 


'54 


WT 


A-C 


Rimouski, Que. 


CjBR-TV 


3 


yes 


60.6 V 


34.55A 


SI 50 


S30 


Oct 


'54 


AY 


HS 


Saskatoon, Sask. 


CFQC-TV 


8 




100 V 


60 A 


S96 


S32 


1 Oct. 


•54 


AY 


RR 


Soult Ste. Marie, 


CIIC-TV 


2 




5.16V 


2.58A 






Fall. 


'54 






Que. 
























Sherbrooke, Que. 


CHLT-TV 


7 




17.3 V 


8.8 A 














Sydney, N. S. 


CSCB-TV 


4 




?9.5 V 


59.7 A 


Sl20 


$40 


Sept. 


'54 


WT 


A-C 


Windsor, Ont. 


CKLW-TV 


9 


yes 


325 V 


180 A 


S270 


S90 


1 Sept. 


•54 


AY 


A-C 




( 


/« 






. , ■ 


vvee - ~\ 




A 


a 


Pa 


F*- 1 ' es H s H ra ,p 






P 


•-. >* • 


e Ah 


s 


>eD' A Hdr - 










■.if !■ , 


( 










pi** ^ 











construct a .station there as soon aSf 
possible. If this recommendation doe» 
not meet with government aj)proval. 
the CBC said, the private operator 
should be gi\en a go-ahead signal. 

Q. What is government policy oo 
the establishment of tv stations? 

A. The present government policy, as 
carried out h\ the Department of 
Transport, which alloc-ates channel 
and grants licenses, and the CBC, 
which regulates all stations and net- 
work programing, is to provide for one 
tv station in each market. The only 
exception is Montreal, which ha? an 
English and a French station. The 
large markets — Halifax. .Montreal. Ot-. 
tawa. Toronto, Winnipeg and \'an- 
cou\er — are CBC monopolies now. 

In setting up this policy it was the 
government's feeling that this was the 
best way to get as many stations as jhis- 
sihie on the air in the shortest tinil- 
possible, llie go\ernment s argument 
w as that if there was no such poli< 
ever\bod\ would rush to gel into the 
biggest markets with iJie result that the 
big markets would ha\e too man\ •^ia- 
tions and the small ones not enough. \ 
CBC spokesman told SPO.NSdR it wa;- 
onl\ a matter of time until this mo 
nopoly jjolicy will he withdrawn and 
the big markets opened to pri\ate 
broadcasters. 

The broadcasting industr\. whilf 
fearing tlie inclination of the go\ern- 
ment is to keej) the big markets to it' 
self and restrict the develoj)ment of t\. 
takes the attitude that, no matter what 
the g(>\ernment sa\s about its inten- 
tions, it will be forced sooner or later 
to let the pri\ate broadcasters in the 
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Like other private Canadian tv stations, CFPL-TV writes commercials While Canadian tv costs-per- 1 ,000 are still high, shows like the 
for sponsors and agencies to whom tv production Is new and unfamiliar French "La Famille Plouffe." with ratings in 80s, are good buys 



big markets. Some of them are afraid 
ij will lie later rather than sooner. 

Q. How many Canadian homes 
have tv sets? 

iSt. As of 1 July, tv home estimates 
ranged from 750,000 to 800,000. There 
are expected to be over one million tv 
homes b\ the end of the \ear. By the 
early part of next year about 75 % of 
Canadian homes will be within the 
pange of one or more Canadian tv sta- 
tions. 

Q. Where are the present tv 
homes located? 

A. About three-quarters of the tv sets 
are located in Ontario province plus 
the Montreal area. More than one- 
third of the households in Ontario have 
tv sets. According to International 
Surveys, 45% of the families in both 
the Toronto and Montreal areas owned 
tv in May and April, respectively. The 
JNlontreal figure was broken down a? 
follows: French tv ownership (the 
French are about lO^c of the popula- 
tion of the Montreal area ) : 48% : Eng- 
lish ownership, 41% saturation. 

Here are Elliott-Haynes and CBC 
testiniates for the number of homes 
within the reach of 11 of the 13 tv 
stations now on the air (only the CBC- 
owned CBWT, Winnipeg, and the pri- 
vately-owned CKCK-TV, Regina, are 
omitted). The figures, as of 1 July, 
include duplication of bi-lingual homes 
in Montreal and station overlap: 



London, CFPL-TV 
Kitchener, CKCO TV 
Sudbury, CKSO TV 
St. John, N. B., CHSJ-TV 
Quebec City, CFCM-TV 
Hamilton, CHCH Tl 



over 6.5,000 sets 
- " 95,000 " 
7,500 " 
6.000 " 
2,000 " 
" 275.000 "■ 



Toronto, CBLT-TV " 300.000 " 

Montreal, CEMT (English) " 185,000 " 

Montreal, CBFT (French) " 120,000 " 

Ottawa, CBOT " 50,000 " 

Vancouver, CBUT " 39,000 " 

Q. How fast has tv set growth 
been? 

A. The set growth situation is compli- 
cated by the fact that Canadian border 
areas had substantial numbers of tv 
sets tuned into U.S. stations before 
Canadian stations were in operation. 
CKLW-TV, Windsor, for example, will 
start commercial broadcasting on 1 
September with a 75*^1 saturation in 
its area. 

At the beginning of 1951 with no 
Canadian tv there were about 40.000 
sets in the Niagara and Windsor areas. 
By the end of that year, still with no 
Canadian t\ and with sets costing about 
$600 the figure had jumped to nearl) 
double. At the end of 1952 with two 



Ladd'" Dennis sells for Westinghouse in video 
ad "Canadianlzed" by S. W. Caldwell, Ltd. 




CBC stations on the air the Canadian 
set total was about 225,000 and by the 
end of last year with six stations on the 
air it had reached nearly 600,000. 

In virgin tv territor) Canadian ex- 
perience has been close to that in the 
U.S., where a rough rule of thumb ha- 
been to figure on 20'f tv set saturation 
six months after the first station in the 
market goes on the air. F"or example, 
CKSO, Sudbury, started last October 
with 1,000 sets in its area. B\ April 
there were more than 7.083. or over 
25% saturation. 

Q. What are tv sets-in-use figures 
like? 

A. Here are some evening viewing 
figures for the Toronto and Montreal 
areas, the two most important tv areas 
in Canada. Toronto includes Hamilton 
and the Niagara peninsula and, the 
figures include viewing of programs 
from Buffalo. 

Toronto: Sets-in-use for March 
through June, according to Elliott- 
Haines were 66.4, 66.2. 59.1 and -59.0. 
This is an average for every day in [h'l 
week and from 5:30 to 10:00 |).m. 
( Elliott-Ha\ nes stops at 10:00 p.m. 
because it is a telephone coincidental 
survey. I 

International Surveys, which uses a 
diary panel, compared tv sets-in-use 
in x\lay 1953 and 1954 for sponsor. 
The figures for 1953 during the fiv.' 
weekda\ hours from 6:00 to 11:00 
p.m. were 23. 38, 56, 57, 45. For this 
year, the figures are 27. 50, 70, 69, 50 
showing an increase for ever\ hour. 

Montreal {English}: The Elliott- 
{ Please turn to page 96) 
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fC(i(/i(> sparks .SVmrni; partitU' 

CK>] . Coriiwiill. Out.: \ cflebiiilioii. 
iiirliuMiiy (I;iiit iiif: in llif >lit'i'l.s anil a 
|);ii;iilc. u;i^. CKSF's lu'Ip, or- 

g;ini/c(l in Cornwall follow iii>; llic aii- 
iiouncfiiifnl lliiil a I .S. Sajjicnie Coiirl 
(K'cision li.ul <lt'ai('(l awa\ llie hibl 
l('j:al ul)>lacli' lo (lc\ floiinicnl of llic 
M. LawKMKt' S('awa\ and il^ elerlric 
powci fatililie>. Tlie (-ouirs^ aclion 
came on 7 Jniic. Tiie same (la\ Cana- 
dian Tinn-iioil Minister Lionel Clie- 
\ricr aniioun<e(l llial talks with the 
I .^. oil joint <onstru< tiun would be<2;in 
soon. Vl 1:30 lliat aflernooii Ma) or 
\nton llorovilz asked CKSK, llie only 
station in Cornwall, lo broadcast news 
of a celebralioiv and street dance to 
begin at {!:()() j).ni. Between 1:40 and 
7:50 p.m. the station broadcast 10 an- 
nal^K'emenl^ and station manager Fred 
II. I'ond)erton said that more than 
1.1,000 persons turned out. 



- ('-f'"'o-fo ^^^^ 

to 
tHfei^f! I.I 



Lux display is set up in department store by 
CKWX, Vancouver, to publicize Lever show 



ftndio illri'i'ls lumiv-si'vlivrs 

CkW \. \'anrou\er, H. C: A few 
inonllis ago CK\\^\ |)resenle(l a jiew 
sales promotion plan lo real estate 
firms the CKWX Disjjlay Home pack- 
age. This is weekend advertising wilb 
spot iuiiioniicenierits whicli ppei-ifical]\ 
direct listeners l() dri\e over right 
awa\ to see the "CKW'X Display 
Home." Sjjecial arrows direct the m(j- 
lorisi and a large sign in front of the 
bouse also lielp> idenlif\ il. Hesulls, 
sa\> Ken Hughe-, promotion manager 
for ibe station. Iia\e Ihmmi fanlaslicalh 
good. "One weekend." be sa\ s. "saw 
o\ cr 6.000 people come lo inspect Itie 
house < rcaliiig a Iraflic jam that had 
to be unsnarled b\ police. ' 





CJAD's observance of Father's Day (see 
story below) gave children of station men 
chance to pass judgment on the equipment 



<\<'i(' it'l'ilifcic III .v((i(ioii |iroiiio(ioii 

CJAD, Montreal, Que.: Male station 
jjeisonnel observed Father'^ Da\ l»\ 
having their wives jdnch-bit for ihein. 
Where the men were bachelors, wives 
of other station men look lime on the 
bachelors' own shows lo try and con- 
vert them to a more natural way of 
life: such as. for example, ^lary Tapp. 
wife of station manager James A. 
Tajjp. who worked on Norman Kihl. 
m.c. of the 7:00-9:00 a.m. Musical 
Clock program. As hoped, the occa- 
sion received publicity in the local 
jjress but word of the turn-about ev en 
reached Time magazine in the I .S. 
The American periodical couldn't make 
the deadline with the story but prom- 
ised lo look in in 195.5. 

Sliillntt solves "dtslitti'' rUhllv 

CKAC, Montreal. Que.: The Casino- 
ly|)e show, in which the radio audi- 
ence mails in answers to a riddle or 
(juestion of some kind accom]3anied by 
proof-of-purchase. is one of the most 
popular types of programing in Can- 
ada. One of the problems, however, is 
tliat tlie mail pull suffers from peaks 
and valley-. This is because additional 
clues arc added as time goes on and 
the jack-pot builds up. The tendency, 
therefore, is for mail (and, presuma- 
blv . purchases of the sjjonsors' prod- 
ucts! to l)e light vvbeii the riddle or 
queslidii i> first i)ropounded and heavy 
toward the end. CKAC, whose Le Ca- 
^^/lo (}e la Chanson started the craxe 
toward this type of show, believes it 
ha- sidved the ]iroblein by giving a 
])ri/e every day. Starting 10 .May the 



audience was asked to send in names 
and telejjiione numbers with proof-of- 
j)urcha.se. Three names are picked for 
each of the 10 advertisers on the show. 
Then one of the 30 is called. The per- 
son called can try for any amount of 
money uj) to .$3000. Of course, the 
higher the* amount, the harder the (|ue>' 
lion. If the (|uestion is answered cor* 
rectly the other 29 names each receive 
10' f of the amount of the ])rize. After 
the ne\\ formal was |3ul on, listeners- 
were asked whether they liked it bet-? 
ler than the old one. They did. 

l*ni"K' i.v «/ii"<»n «.v i»ri:<« (w ItncJt 

CKCW, Moncton. N. H.: Javex Jill, s 
morning strijj, has been the selling ve- 
hicle for Jave.x. a liquid bleach, in 
jMoncton ?ince .March. 1952. The pro- 
gram features Javex Jill (Joan Nelson I 
and Bill I Bill Murray I. v\ho conduct 
an informal show. Recently, some- 
one sent in a poem about Javex. This 
started a trend and the station decid- 
ed to make a contest. 5o many en- 
tries came in that it was decided to 
declare a town as a winner, rather than 
an individual. Amherst. Nova Scotia., 
which sent in more entries than any 
other town, was named winner. The 
prize — a park. It is. the station says, 
the smallest park in the world, is called 
Javex Jill Park and is in Amher-t. 




Robin Hood flour bicycle contest on CKDA, 
Victoria, is explained to passing shopptfr 

.Spoii.vor'.v opiK'nl ttt k'tddU^'S 
CKDA. \'ictoria. B.C.: Kersey's Pea- 
nut Butter, young and growing firni, 
traced its ?ale^ lo young listeners 
ilirough advertising on CKDA. In a 
recent 60-day period the firm spent 
$1 16.25 on morning aniiouncement> on 
the Dave Hill SItou: A free ride in 
the firm s Cessna airplane v\as offered 
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ram, promote 



Here are iitflivifliial stories 
of mil's sales power, ingenuity 



any boy or girl presenting 25 Kersey 
labels. Reported Morris Kersey: "Tbe 
actual cash return on the advertising 
money spent amounts to a few dollars 
over S1500 and all the returns are by 
,no means in." 



Khifi Croshtf plus marxhtnnllow.s 

CFRA, Ottawa, Ont.: lAIcConnick's. 
Ltd., a leading Canadian candy and 
biscuit manufacturer, sponsors the CBS 
Radio Bing Crosby Show transcribed 
in a number of Canadian markets. The 
firm, in introducing its toasted marsh- 
mallows to Ottawa, decided to use the 
show as the backbone of the scheme. 
With the aid of the station, a display 
was set up in a supermarket and a 
recorded tape was fed to a system with 
a specially-recorded Bing Crosby Show 
built from disks owned by CP'RA s 
Gord Atkinson. This tape included 
plugs for the product. From Friday 
noon to Saturda} night the store sold 
496 packages. 




McCormick's marshmallows were passed out in 
CFRA Bing Crosby promotion (story above) 

824, .>00 III cor sales in tico days 

CHWK, Chilliwack. B.C.: Harding Mo- 
tors, local Mercurv-Monarch dealer 
(the Monarch is similar to the Mer- 
cury), spent S37 on CHW'K and the 
same amount in newspapers in a spe- 
cial two-day campaign pushing new 
and used cars. The radio announce- 
ments used attention-getting sound ef- 
fects. Salesmen were instructed to 
query customers to find out which me- 
dium brought them into showroom. 
The firm sold $24,500 in cars during 
the two days. Radio was credited with 
jjiitiating more than 75^ of the sales. 




Display of Swift's Swift'ning in supermarket 
was entered in contest run by CKOV, Kelowna, 
for the best counter and window displays 

B.C. vitflfi-moruUiii audivttve 

CKOV, Kelowna. B.C.: One of the sta- 
tion's salesmen puts on a daily five- 
minute interview with men and women 
connected with agriculture during the 
Early Bird Show. The show's m.c. 
claimed the salesman didn t have more 
than 10 listeners to his five-minute seg- 
ment, starting at 7:05 a.m. The sales- 
man made one 30-second announce- 
ment in which he said: "I've been told 
no one is up to listen to my show. I'll 
give a 20-cent package of seeds to each 
of the first 50 people who write me.'' 
Within 24 hours he had received 447 
letters. 

Stresses eotiiiiiiitiifi/ sevcive 

CKLW. Windsor, Ont.: One of the two 
private stations in Canada that operate 
ou 50.000 watts, CKLW has been al- 
ways active in public service work. 
During the first 11 months of 1953, 
the station broadcast a total of 3.731 
public service announcements, or about 
80 per week. In addition the station 
aired a total of 207^4 hours of public 
service programing during this same 
period. CKLW has supported the Wind- 
sor Symphony Orchestra since its in- 
ception. Every CKLW executive served 
or headed a committee planning Wind- 
sor's Centennial celebration this year. 
Being a border station (it is right 
across the river from Detroit!. CKLW 
has recognized the importance of. it 



"lAfe" .solrf via radio 

CKHC, XN'^innipeg. Man.: Life maga- 
zine's -strategy of letting local radio an- 
nouncers sell the periodical in their 
own words (see ''Life scores on spot 
radio with ad-lib strategy," si'ONSOR, 
9 March 1953. p. 32 1 was used on 
CKRC. The periodical u-ed 14 an- 
nouncements per week and it was de- 
cided to have the same announcer do 
all the commerciaL rather than using 
the announcer who happened to be on 
duty during the periods chosen. IMcked 
for Life's connnercial chore was George 
Dawes, who wrote his own co|jy. The 
theme, "This is George Dawes, your 
friend for Life," was used throughout 
the promotion. Commercials ])lugged 
stories that were of interest to Mani- 
tobans. The follow-up included letters 
to all dealers in the CKRC area and 
point-of-sale displays. Dick Schouten, 
western Canadian sales promotion man- 
ager for Life, said the CKRC area had 
one of the lowest cost-per-co]3y-increase 
figures in both the L.S. and Canada. 

.Iiitic bride fiirtiiliire protiiofioii 

C]AV. Port Alberni, B.C.: Mc & Mc 
Department Store, sought to sell June 
brides complete bedroom, dining room 
and kitchen sets at reduced prices. 
CJAA produced dramatized spot an- 
nouncements on tape. The announce- 
ments cost Mc & Mc $26.50, which was 
75't of the f tore s advertising for the 
promotion. The store sold more than 
S2500 worth of the furniture adver- 
tised in the tv announcements. 
iPIense turn to page 100) 



says 



'serving two communities 



throughout the past 20 years by es- 
tablishing a policy of dual public serv- 
ice.'' It balances lineup for dual appeal. 




UmUi Hilnf 



To promote its canned meats, Burns & Co. set 
up this display and tied in with its segment 
of "Name the Famous" on CJAV, Port Alberni 
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Here are Canada's 167 commercial radio stations (10 more th^ti 

fScc bottom oi pdge for explonoiion of iii^ 





Call 




FrfqUf nry 


Po»trt 


Nighttime RMef 


OS. 


On. 


City 




Nft 


( KC'tl 


1 Wattt) 


' } hr 1 1 mifl 


Reps 


Rrpt 



/V r It i; It f y\ 



Co/gory 

Colgary 

Colgary 

Edmonton 

Edmonton 

Edmonton 

Edmonton 

Edmonton 



CFAC 

CFCN 

CKXL 

C8X 

CFRN 

CHED 

CHFA 

C)CA 



TC-S 
DOM-8 

TC-B 
DOM-B 

FR-S 
TC-S 



960 
1,060 
l.HO 
1,010 
1,260 
1,080 
6B0 
930 



S,000 DA-N 
10,000 DA-N 

1,000 DA N 
50,000 DA 

5,000 

1,000 DA-N 
5,000 DA 
5,000 DA-N 



$66 
$66 
S54 
$75 
$66 
S54 
S36 
$72 



S17 

S16 BO 

S13.S0 

S30' 

S17 

$12 

S8 

$22 



W&C A-C 

1= RR 

F&C HS 

CBC CBC 

'-■ RR 

F&C HS 

|HM OR 

W&C A-C 



Grande 














$30 




W&C 




Prairie 


CFCP 


TC-S 




l.OSO 


1,000 




$7 


A-C 


Lethbridge 


C)OC 


TC B 




1,220 


5,000 DA 


N 


$36 


$10 


W&C 


A-C 


Medicine 






















Hat 


CHAT 


DOM 


S 


1,270 


1 ,000 DA 




$24 


S6 


W&C 


A-C 


ficd Deer 


CKRD 


DOM 


S 


8S0 


1,000 




$30 


S8 


CSR 


RR 




It 


IC 1 1' 


f 


V II 


C O LI' M 


It 1 /I 








Chilliwack 


CHWK 


DOM 


8 


1,270 


1 ,000 DA 




S24 


$S 


W&C 


A-C 


Oowson 






















Creek 


C)DC 


TC-S 




1,3S0 


1,000 




$28 


55 


DC 


RR 


Kom/oops 


CF)C 


TC-8 




910 


1,000 




$24 


$6 


W&C 


A-C 


Kclowno 


CKOV 


TC-B 




630 


1,000 




$30 


$8 


W&C 


A-C 


Nonoimo 


CHUB 






1,S70 


1.000 DA 




$30 


58 


DC 


1 


Nelson 


CKLN 


TC-S 




1.240 


250 




$21 


$S 


CSR 


HS 


New West- 






















minster 


CKNW 






1,320 


S.OOO DA 


N 


$81 


$22.S0 


F&C 


NBS 


Penticton 


CKOK 


DOM 


S 


800 


1 .000 0 




$30 


$7. SO 


DC 


PM 












500 N 












Port Alberni 


C)AV 






1.240 


2S0 




$24 


$5 


DC 




Prince 






















George 


CKPC 


TC-S 




SSO 


250 




$24 


$S 


W&C 


A-C 


Prince Ru- 






















pert 


CFPR 


TC-S 




1,240 


250 




$18 


$3. SO 


CBC 


HS 


Troil 


C)AT 


TC-B 




610 


1,000 




$36 


$8 


W&C 


AC 


Vancouver 


CBU 


TC-B 




690 


10,000 DA 




$84 


$33.60'^ 


CBC 


CBC 


Voncouyet 


C|OR 


DOM 


8 


600 


S.OOO OA 




$9S 


$23 


CSR 


HS 


Vancouvei 


CKMO 






1.410 


1,000 




S4S 


$9.S0 


DC 


OR 


Voncouyci 


CKWX 






980 


S.OOO OA 




$90 


$25 


W&C 


AC 


Vfrnon 


C|IB 


COM 


S 


940 


1,000 




$30 


$7.50 


DC 


RR 


Victoria 


C)VI 


DOM 


B 


900 


1 ,000 DA 




$36 


$8 


W&C 


A-C 


Victoria 


CKDA 






1.340 


5,000 




$4S 


$10 


F&C 


5 



II A A I T O It .1 



Brandon 


CKX 


DOM-B 


I.ISO 


1,000 


$36 


$8.S0 


CSR 


RR 


Dauphin 


CKDM 




1.230 


2S0 


$22.50 


S3.6S 


CSR 


RR 


Flin Flan 


CFAR 


TC-S 


590 


1,000 


$24 


$4. SO 


CSR 


HS 


St. Boniface 


CKSB 


FR-S 


1.250 


1 .000 DA 


$36 


$7 


|HM 


OR 


V/innipeg 


CBW 


TC-B 


990 


50,000 


$96 


$38,401 


CBC 


CBC 


Winnipeg 


C|OB 




1.340 


2S0 


$S4 


$14 


CSR 


RR 


Winnipeg 


CKRC 


DOM B 


630 


5.000 DA-N 


$72 


$22 


W&C 


A-C 


Winnipeg 


CKY 




580 


5.000 DA 


$60 


$1B 


DC 


HS 







V i; u 


It It 


1 V .S' \V 1 €' K 








Campbelltan 


CKNB 


DOM-B 


9S0 


1 .000 DA 


$33 


S7 


W&C 


JAH 


Edmundstan 


OEM 


FR-S 


S70 


1 .000 DA 


$24 


$S 


CSR 


HS 


Frederlctan 


CFNB 


TC-B 


S50 


S.OOO DA-N 


$48 


$10 


W&C 


AC 


Manctan 


C8AF 


FR-B 


1.300 


5,000 


$24 


$9.60' 


CBC 


CBC 


Manctan 


CKCW 


DOM B 


1.220 


10,000 DA-N 


$48 


$9 


CSR 


HS 


Newcastle 


CKMR 




1.340 


2S0 


$24 


$S 




OR 


Sackville 


CBA 


TC B 


1.070 


SO.OOO 


$90 


$36' 


C8C 


CBC 


Saint John 


CFBC 


DOM B 


930 


5.000 DA 


$45 


$9. SO 


W&C 


4 


Saint John 


CHSI 


TC B 


1.1 SO 


S.OOO DA-N 


$4S 


$9.50 


CSR 


HS 






.V i: IV 


I- O 1 


v n L A 


.V II 








Corner Brook 


CBY 


TC-S 


790 


1,000 


$81 .60 > 


$32.64 


C8C 


CBC 


Gander 


CBC 


TC-S 


l,4S0 


250 


$81 60» 


$32.64 


CBC 


CBC 


Grand Falls 


CBT 


TC-S 


1.3S0 


1.000 


$81.60« 


$32.64 


CBC 


CBC 


St. John s 


CBN 


TC-S 


640 


10.000 


$81 60' 


$32.64 


CBC 


CBC 


St. John's 


C)ON 




930 


S.OOO DA 


$48 


$10 


W&C 


A-C 


St. John's 


VOCM 




S90 


1.000 


$30 


$S 


CSR 


HS 



City 



Call 
Lettert 



FrtQutncy 
(KC'») 



Powert 
(Watti) 



Nighttime Ratrt 
'/j hr 1 I min 



Antigonish 


C)FX 


DOM- 


B 


SBO 


Bridgcwatcr 


CK8W 


TC-S 




1.000 


Halifax 


C8H 


TC-B 




1,330 


Halifax 


CHNS 


DOM- 


B 


960 


Halifax 


C)CH 






920 


Kcntvillc 


CKEN'' 






1.490 


Sydney 


CBI 


TC-B 




1.570 


Sydney 


C)CB 


DOM- 


B 


1,270 


Truro 


CKCL 






1,400 


Windsor 


CFAB'' 






1.4S0 


Yarmouth 


C)LS 


DOM- 


8 


1,340 








O .V T 


Barrie 


CKBB 






1,230 


Belleville 


C)8Q 


OOM- 


s 


1,230 


Brampton 


CFjB 






1,090 


Tirontford 


CKPC 


DOM- 


s 


1.380 


Brockville 


CF)R 


DOM 


B 


1 ,4S0 


Chatham 


CFCO 


DOM 


8 


630 


Cornwall 


CKSF 


DOM 


S 


1,230 


Fort Frances 


CKFI 


DOM- 


S 


800 


Fort William 


CKPR 


TC-B 




S80 


Guelph 


C)OY 






1.450 


Hamilton 


CHML 


DOM- 


S 


900 


Hamilton 


C)SH-FM<^ 






102.9' 


Hamilton 


CKOC 


TC-S 




I.ISO 


Kenara 


C) RL 


DOM - 


B 


1.220 


Kingston 


CKLC 


DOM- 


S 


1 ,380 


Kingston 


CKWS 


TC-B 




960 


Kirkland 










Lake 


C)KL 


TC-B 




S60 


Kitchener 


CFCA-FM' 






1 ,060>' 


Kitchener 


CKCR 


DOM 


S 


1,490 


London 


CFPL 


OOM- 


B 


980 


kj ■ 

Niagara 


CHVC 






1 ,600 


Falls 










North Bay 


CFCH 


TC B 




600 


Orillia 


CFOR 


DOM 


S 


1 ,570 


Oshawa 


CKLB 






1,240 


Ottawa 


CBO 


TC-B 




910 


Ottawa 


CKOY 


DOM 


B 


1.310 


Ottawa 


CFRA 






S60 


Owen Sound 


CFOS 


DOM 


S 


1,470 


Pembroke 


CHOV 


DOM- 


B 


1.350 


Peterbor- 










ough 


CHEX 


DOM 


B 


1,430 


Part Arthur 


CFPA 


DOM 


a 


1,230 


Sarnia 


CHOK 


TC-S 




1,070 


St. Cath- 










arines 


\-t\ ID 


DOM 


s 


620 


St. Thomas 


CHLO 


TC-S 




680 


Sault Ste. 










Marie 


CJIC 


TC-8 




1,490 


Stratford 


CJCb 


DOM- 


s 


1.240 


Sudbury 


CHNO 


DOM 


s 


900 






& FRS 




Sudbury 


CKSO 


TC-B 




790 


Timmins 


CFCL 


FR-S 




580 


Timmins 


CKCB 


TC-B 




680 


Toronto 


CBL 


TC-B 




740 


Toronto 


CFR8 


CBS 




1.010 


Toronto 


CHUM 






V.OSO 


Toronto 


C|BC 


DOM 


B 


860 


Toronto 


CKEY 






580 


Toronto 


CKFH 






1.400 


Windsor 


C8E 


TC-B 




l.SSO 




CKLW 


DOM 


-s 


800 



.\ O V A S € O T I A 

5.000 DA 
1,000 DA-N 

100 
5.000 DA-N 
5,000 DA 

250 
1,000 
S,000 D 
1 ,000 N 
2S0 
2S0 
250 



250 

2S0 

250 
1,000 OA-N 

250 
1 ,000 DA 

2S0 
1 .000 D 

500 N 
1.000 

250 
5.000 DA-N 
9,200 
5,000 DA 
1,000 
1,000 
5.000 DA 



N 



5,000 OA 
3.000 

250 
5,000 DA 
5,000 D 
1,000 DA. 
1 ,000 DA 
5,000 D 

250 
1,000 
5,000 D 
1.000 DA 
5.000 DA 
1.000 DA 
1.000 DA 



1.000 DA 

250 
5,000 D 
1.000 DA-N 

1 ,000 DA 
I .eOO OA 

2S0 
250 
1 .000 OA 

5.000 DA-N 
1 .000 DA 
5.000 DA-N 

50.000 

50.000 DA 
1 .000 D 

50,000 
S.OOO DA-D 
1.000 DA-N 
250 DA 

10.000 DA 

SO.OOO OA 



NETWORKS 
TC-8— ra 
TC-S— r 
Dcm-B — 
Dom-S — C rr 
FR-B— Fr. 
FR-S— rrpn 1 
D— 



a a 

I 



N— , 



DA- 



» r rate f T B"! e ' ' an ^BN 

K N s <otf \t f FAB. fate s t r !l s'af 
" mer a fm ('W cn y n menses es 

r tp f f CH'D KL CKK.N on CK\D 
F "A n re n t .Is Nr name- of Caracf^an 'Co', ( «tat s 
fT" t <' e re ee f«- tn fes at r g'^t ( r f I n me<; 
re ' H'<A a<,&T BR »BR KB'^ H&A. 'NB 

f ' R H.'A BR "RR H A-C -NP^ "i&T H&A 
■ A BR H,.-A f) A H'-A WH 'B > RC-* .AH - R H 0 



U.S. REPRESENTATIVES 

CBC — Canad an fifoa- 
DC — Dc"a Coo^e 
F&C — f-or <• & C 
)HM— H N' K' 
riCO— Har -p - 0 
W&C— A PC' ' 



U. 



$4B 


$9 


$27 


$5 


S24 


$9.60 •■ 




CI n 
S 1 u 




> 1 u 








CO £.r\r 




CI 1 






$24 


S-1 


$21 






ss.so 


Hi 




$36 


55 


>io 


CIA 


$24 


S-1.50 


$30 


S5.50 


>30 












$24 


$s 


$7S 


$18 






^oU 


c 1 ") cn 




Cj Cn 




cm 

^ 1 U 


S60 


$13 




CR Cn 




ci 9c 


S36 


$7 


$60 


$15 


d30 


c o 


536 


$7 


$36 


$6 


$30 


$5.50 


$S4 


$21.60*^ 


$54 


$12.50 


$5250 


$12 


$36 


$8 


$30 


$7.50 


$42 


$8:S0 


$36 


$7 


$48 


$10 



$36 


$8 




$42 


S9.50 




$36 


$7 50 




$27 


$6 




$42 


$9 




$54 


$12 


w 


$36 


$8 


)■ 


$48 


$8 50 




$204 


$81 60' 




$200 


$40 




$60 


$12 




$1S0 


$60' 




$120 


$35 




$67. SO 


$18 


J 


$60 


$24' 




$10S 


$18 





cl 



III 
cf 



wl 

CI 



Wl year) along with their rates, reps, power and frequency 

jsji ^ represent networks and representatives) 













Nighttime Rates 








Call 




Frequency 


Powert 




U.S. 


Can. 


city 


Letters 


Net 


(KC's) 


(Watts) 


1/2 hr j 1 mln 


Reps 


Reps 



CKNX DOM-5 920 1,000 DA-N $36 $10 CSR JLA 

CKOX 1,340 250 $24 $5 OR 



i» HI \ c E 


E n w 


' A If If 


I S E 


A A' It 






'h'^lotte- 


















wn 


CFCY 


DOM 


B 630 


5,000 DA-N 


$51 


$10 


w&c 


A-C 


^uwersidG: 


CJRW 




1,240 


250 


$24 


$5 




RR 








QUE 


B E C 










>/i-i 


CFCT 




1,270 


1,000 


$36 


$7.50 


C5R 


OR 


Ans 


CHAD'' 


FR-5 


1,340 


250 


$66 


$13 


W&C 


OR 


"/i outimi 


CJMT 




1,450 


250 


$32 


$8 




OR 


h!7Utirni 


CBI 


FR-B 


1,580 


10,000 DA 


$36 


$14.4011 


CBC 


CBC 


ri by 


CHEF 




1,450 


250 


$28 


$6 


DC 


R&T 




CKCH 


FR-S 


970 


1,000 DA 


$68 


$14 


JHM 


OR 


3r lierer 


CKRS 




590 


1,000 


$33 


$8 


CSR 


JAH 


0. rre 


CKLS"" 


FRS 


1,240 


250 


$66 


$13 


W&C 


OR 


Wine 


CKBL 


FR-5 


1,250 


5,000 DA 


$40 


$10 


CSR 


JAH 




CKBM 




1 ,490 


250 


$26 


$8 




u 


He \tqo i 


CBF 


FR-B 


690 


50,000 


$180 


$7211 


CBC 


CBC 


\fGot 


CBM 


TC-B 


940 


50,000 


$120 


$4811 


CBC 


CBC 


\reof 


CFCF 


DOM- 


B 600 


5,000 DA 


$120 


$28 


W&C 


A-C 


Ic \FGot 


CHLP 




1,410 


1,000 DA 


$75 


$18 


JHM 


0 


Ac 'fGol 


CJAD 


CB5 


800 


10,000 DA 


$120 


$28 


CSR 


RTS 


fGal 


CJMS 




1,280 


5,000 


$95 


$22 


F&C 


RTS 


fGol 


CKAC 


CBS 


730 


10,000 D 


$150 


$33 


CSR 


OR 










5,000 N 










yG SmOrllSIG 


CHNC 


FR-B 


610 


5,000 DA 


$45 


$10 


C5R 


JAH 


U GC 


CBV 


FR-B 


980 


1,000 


$54 


$21.6011 


CBC 


CBC 


If 


CHRC 




800 


5,000 DA 


$66 


$16 


C5R 


JAH 


L' GC 


CJQC 


TC-5 


1,340 


250 


$24 


$6 


CSR 


R&T 


U 6C 


CKCV 


DOM 


5 1,280 


1,000 DA-N 


$54 


$11 


W&C 


OR 


(nusfci 


C)BR 


FR-5 


900 


5,000 DA-N 


$48 


$12 


CSR 


HS 


(V 'e^oU' 


















fin 
up 


CJFP 


FR-5 


1,400 


250 


$27 


57 


C5R 


OR 




CHRL 




910 


1,000 


$33 


S8 




R&T 




CKRN1 


FR-5 


1,400 


250 


$66 


$13 


W&C 


OR 




















J raca- 


















1 re 


CHCB 


FR-S 


1,350 


1 ,000 D 


$27 


$7 


JHM 


OR 










250 N 










jt. eorges 


















( Seouce 


CKRB 




1 ,400 


250 


$26 


$6 




OR 


noim'gon 


















Jf/s 


CKSM 




1,220 


1,000 DA 


$36 


$8.50 




JAH 


'6 roofce 


CHLT 


FR-S 


900 


1,000 DA-N 


$55 


$11 


C5R 


JAH 


he roofce 


CKT5 


DOM 


-B 1,240 


250 


$28 


$6 


CSR 


RTS 


or 


CJ50 




1,320 


1,000 DA-N 


$40 


$10 


DC 


R&T 


■ "i£ ord 


















1 nes 


CKLD 


FR-S 


1,230 


250 


$36 


$8 


CSR 


JAH 


ro Rivier 


















r 


rHLN 




550 


5,000 DA 


$50 


$10.50 


C5R 


OR 


fro Riv't- 


















(•s 


CKTR 




1,350 


1,000 


$48 


$10 


DC 


R&T 


ih'Or 


CKVD'i 


FR-S 


1,230 


250 


$66 


$13 


W&C 


OR 


v'efin 


CKVL 




980 


1 ,000 DA 


$135 


$28 


DC 


R&T 


'ici'/ov/rte 


CFDA 




1,380 


1,000 DA-N 


$27 


S6 




R&T 




CKVM 


FR-5 


710 


1,000 DA-N 


$30 


$6 


CSR 


JAH 



S AS K AT C II EW A M 



CFRC 






1,230 


250 




$24 


S5 




OR 


CHAB 


DOM- 


B 


800 


5,000 DA 




$48 


$12 


W&C 


HS 


CJNB 






1,460 


1,000 




$30 


$6 




HS 


CKBI 


DOM- 


B 


900 


5,000 DA 




$42 


$10 


W&C 


A-C 


CKCK 


TC-S 




620 


5,000 DA- 


N 


$54 


$13.50 


W&C 


A-C 


CKRM 


DOM- 


B 


980 


5,000 DA- 


N 


$54 


$13.50 


CSR 


RR 


CFQC 


DOM- 


B 


600 


5,000 DA- 


N 


$60 


$16 


12 


RR 


CKOM 






1,420 


5,000 




$48 


$10 


W&C 


HS 


CFNS 






1,170 


1,000 




$27 


$5.50 




OR 


CBK 


TC-B 




540 


50,000 




$132 


$52.8011 


CBC 


CBC 


CJCX 


DOM- 


B 


940 


1,000 




$33 


$7 


CSR 


10 



CANADIAN REPRESENTATIVES 



1a — james L. Alexander 

f-C — ^All-Canada Radio Facilities 

(R — Broadcast Representatives 

•■BC — Canadian Broadcasting Corp. 

'^H— jos. A Hardy 

J&A — John N Hunt & Assoc. 

3S — Inland Broadcasting Serv. 

(M— Paul Mulvihill 



NBS — National Broadcast Sales 
OR — Omer Renaua 6 Co. 
RR — Radio Representatives 
RTS — Radio Time Sales 
R&T — Radio & Television Sales 
5&T — Stephens & Towndrow 
HS — Horace N. Stovin & Co. 



CANADIAN STATION REPRESENTATIVES 



JAMES L. ALEXANDER 

TORONTO: 
MONTREAL: 



100 Adelaide St. W. 
nrummond Bldg. 



ALL-CANADA RADIO FACILITIES 

TORONTO: Victory Bldg. 

MONTREAL: Dominion Square Bldg. 

WINNIPEG: Gait Building 

CALGARY: Taylor, Pearson S: Carson Bldg. 

VANCOUVER: 198 VV. Hastings St. 



BROADCAST REPRESENTATIVES 

WINNIPEG: 



Lindsay Bldg. 



CANADIAN BROADCASTING CORP. 

TORONTO: 354 Jarvis St. 

MONTREAL: Radio Canada Bldg. 



JOS. A. HARDY 

MONTREAL: 
TORONTO: 



1015 Domniion Square Bldg. 

67 Yonge St. 



JOHN N. HUNT & ASSOCIATES 

VANCOUVER: 198 W. Hastings St. 

INLAND BROADCASTING SERVICE 

WINNIPEG: 171 McDennott Ave. 

PAUL MULVIHILL 

TORONTO: 21 King St. East (Room 300) 

MONTREAL: 1434 St. Catherine St. 

NATIONAL BROADCAST SALES 

MONTREAL: 222 Simcoe St. 

TORONTO: Medical Arts Bldg. 

OMER RENAUD & CO. 

MONTREAL: I 111 Stanlev St. 

TORONTO: Bank of Nova Scotia Bldg. 

RADIO REPRESENTATIVES 

TORONTO: 4 Albert St. 

MONTREAL: Dominion Square Bldg. 

WINNIPEG: Lindsay Bldg. 

VANCOUVER: 198 W. Hastings St. 



147 University Ave. 



10 Adelaide St. East 
Windsor Hotel 



RADIO TIME SALES (ONT.) 
TORONTO: 

RADIO TIME SALES (QUEBEC) 

MONTREAL: 1231 St. Catherine St. West 

RAD'O & TELEVISION SALES 

TORONTO: 
MONTREAL: 

STEPHENS & TOWNDROW 

TORONTO: 

HORACE N. STOVIN & CO. 

TORONTO: 

MONTREAL: 
WINNIPEG: 
VANCOUVER: 



35 King St. West 



Victory Bldg. 

Keefer Bldg. 
Childs Bldg. 
615 Pender St. 



J. L. Alexander 
Frank Edwards 



G. F. Herbert 
Burt Hall 

V. Chesnut 

H. R. Carson 
J. F.. Baldwin 



A. J. Messner 



Walter Powell 
Maurice Valiquette 



B. \ Veils 
Bruce Butler 



J. N. Hunt 



Paul Mulvihill 
M. Maclvor 



R. A. Leslie 
Ed Kavanagh 



Omer Renaud 
Ken Davis 



Wilf Dippie 
A. J. Messner 
J. N. Hunt 



Nonn Brown 

Ralph Judge 

A. A. McDermott 
Andy Wilson 



Bill Stephens 
Ernie Towndrow 



H. N. Stovin 
George W. Hellman 
T. C. Maguire 
T. Tudor 
Jim Stovin 



U.S. STATION REPRESENTATIVES 



331 Madison Ave. 
228 North La Salle St. 
1 1 1 North La Cienega Blvd. 

233 Sansome St. 
1323 Penobscot Bldg. 



DONALD COOKE 

NEW YORK: 
CHICAGO: 
BEVERLY HILL5: 
5AN FRANCI5C0: 
DETROIT: 

FORJOE & CO. 

NEW YORK: 
5AN FRANCISCO: 
CHICAGO: 
DALLAS: 
L05 ANGELES: 

JOSEPH HERSHEY McGILLVRA 

NEW YORK: 366 Madison Ave. 

CHICAGO: 185 North Wabash Ave. 

LOS ANGELE5: 638 S. Van Ness Ave. 

5AN FRANCI5C0: 300 Montgomery St. 



Tribune Towel 



580 Fifth Ave. 
593 Market Street 
135 N. Michigan Ave. 
9718 Tralee Drive 
1127 Wilshire Blvd. 



Donald Cooke 
Fred Jones 
Lee O'Connell 
William Avtcs 
Chas. J. Sheppard 



Joseph Bloom 
Zonabelle Samson 
Thomas Cinquina 
Hal Falter 
Lawrence Krasncr 



HARLAN G 

NEW YORK: 
LOS ANGELE5: 
5AN FRANCISCO: 
CHICAGO: 
MINNEAP0LI5: 

WEED & CO. 

NEW YORK: 

CHICAGO: 
DETROIT: 
HOLLYWOOD: 
SAN FRANCISCO: 
B05T0N: 
ATLANTA: 



OAKES & ASSOCIATES 

17 East 42nd St. 
672 South Lafayette Park Place 
5 Third St. 
Pure Oil Bldg. 
2647 Bryant \ve. Nonh 

579 Fifth Ave. 

203 North Wabash Ave. 

Book Bldg. 
6331 Hollywood Blvd. 

625 Market St. 
Statler Bidg. 
Glenn Bldg. 



CANADIAN STATION REPS, LTD. (was Adam J. 
NEW YORK: 477 Madison Ave. 



CHICAGO. 
LOS ANGELES: 
ST. LOUIS. 



55 East Washington St. 
6331 Hollywood Blvd. 
7 North Sc\enth St. 



J. H. McGillvra 
Judd Sparling 
Fred F. Crawford Jr 
.Al Tewksbury 



Arthur Gordon 
Harlan Oakes 
Burton Beggs 
Paul Elsberry 

J. Frank Johns 



Joseph J. Weed 
Peter A. McGurk 
Cornelius C. Weed 
Bernard Pearse 
Lincoln P. Simonds 
Don Staley 
Robert R. Reardon 
George bwearingen Jr. 

Young ) 

Adam J. Yotmg Jr. 
Thomas F. Malone 
William J. Rei ly 
William L. Wallace 
Jack Hetheriiigton 



CKDA 

BRITISH COLUMBIA 

More Power . . . 
. . . More Promotion 

Yes, more plus services 
for our advertisers ! 

• • • 

Top West Coast promo- 
tion man, PHIL BALD- 
WIN, has joined CKDA's 
growing staff of experts 
serving you. 

NOW 

5000 WATTS 

DIAL 1280 



• • 

Choose Your Own 
YARDSTICK! 

CHWK 

Chilliwack 

"BEST BUY" 

in Non-Metropolitan 
British Columbia* 

1. Largest 6-7 BBM (16,270 
homes Daytime) 

2. 83.5% of Listeners (Average 
of full program week) 

Next best station 3.9% 

3. Lowest Cost per Thousand. 

Ask Weed & Co. or All-Canada for 
CHWK's "Blue Book." 

CHWK 

"Voice of the Froscr Valley" 
Chill.wGck, B.C. 

•ExcludinR Cro.itcr Vancouver and Victoria. 
# — ^ ^ 
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CANADIAN MARKET 

{Continueil jiuiii jxific 77 I 

tlic coiislaiitU iiK reusing salos of autos. 
All rstiiiiatcd 36().()()() cars uere -old 
liist )ear. c-<niii)ai("(l \sith 292.000 in 
19,52 and 27.5.000 in 19.51. The in- 
crea.-e in sales 1)\ lniid)er and building 
material dealers seems to indicate a 
d()-it-\ our^elf trend similar to the 
States. At least one L .S. <)L)ser\er lra\ - 
eling tlirongli (>anadiaii snhurh- could 
have s\s();ii he was hack in his nati\e 
heath what \sith all the outdoor patios 
and harhetjue j)ils he ^a\v being built. 
As in the I .S., Canadians are nio\ ing 
to the suburbs. 

Figures in the June 1954 issue of the 
Canadian Radio-Tv and Appliance 
Trade Builder .show increased sales in 
10 categories and a decrease in one. 
The decrease was in mechanical iron- 
ers. which don't seem to have caught 
on in Canada, there being only a 4^^"^ 
salnratioii. The only appliance listed 
that was less popular was the waffle 
iron. Less than 1% of the homes in 
Canada have one. 

Raflio set sales (including autos I to- 
taled 803,421 units in 1953 compared 
to 672,919 the year before. These sales 
were made in the face of Canada's 
rapidly growing television population. 
Canadian auto radio sales are a much 
smaller jirojjortion of total radio sales 
than in tlie F.S.. where about 3o'? of 
all radios sold are in cars. Of the o03,- 
421 Canadian radios >old last \ear 
lo2.561 were in cars. 

DcsjMte the healthy clip of appliance 
sales there is large market for non- 
rej)lacenient a|)j)liances in Canada. 
y\bout two-thirds of Canadian homes 
do not have modern type ranges. Near- 
1\ one-third do not have refrigerators. 
Nearly ■U)^~r do not have vacuum 
cleaners. 

A look at what's hapj)ene(l to the 
Canadian market this )ear shows more 
money being j*j)ent and more money 
being saved than last \ear. The in- 
creases are moderate anrl since there 
has been a parallel increase in pf)pula- 
tion there is jirobably little, if any. net 
gain per capita. 

I'or the first quarter of this year 
total pei>onal exjienditures on consum- 
er goods and ser\ ices came to S3. 590 
I million (Canadian). The first (juarter 
figure for 1953 was S3. 4 78. Total per- 
><nial savings- alwa\s a challenge to 
the ad\<Mti>er were uj) snb^tantiall\ . 



During 1954 s first (juarter the figure 
was S209 million. I he corresj)onding 
figure in 1953 was S99 million. 

To understand any "market, " one 
must understand it- component parts. 
Ibis is esiXM ially true of Canada. The 
("anadiaii market breaks down very 
ni((d\ in t\so \sa\s. geograjihically and 
culturalK . 

Geograpliicall) . Canada can be df- 
\ iderl into four or fi\e parts. 

At the extreme east are the Marl- 
time- and Ne\s fouiiflland. Foj)ulati()n. 
about 1.700,000. Its inhabitants fish, 
mine ( oal. choj) down trees for lufn- 
ber and paj)er. do some manufactur- 
ing and farming. Besides Newfound- 
land, this scxtion of Canada con-ists of 
\o\a Scotia, New Brunswick and the 
small Prince Kdward Island. 

Quebec and Ontario are sometimes 
bnnped together under the general 
heading of Central Canada and some- 
times looked at se])aratel\. There is 
goofi reason to rlo the latter since 
Quebec- is ])redoniinantly French-speak- 
ing. Together or apart they are the 
most inij)ortant pro\inces of Canada 
in terms of population, manufacturing, 
retail sales, etc. More than (A)^'', of 
Canada s j)oj)ulation li\e here. 

Just as the maritimes can be com- 
pared to the New England states and 
Central Canada to the Fast Central or 
Middle Atlantic states I if \ou want to 
forget the French). Canada's prairie 
provinces are like the I .S. midwest: 
The broad Canadian prairie grows 
wheat, wheat and more wheat. The 
landscajie is being changed, liowe\er. 
b\ oil strikes in Alberta, one of the 
most important de\ elopments in Ca' 
nadian economic liistor\. l'oj)ulati(>ji.s 
around 2.700.000. 

British Columbia is rugged, like the 
L .S. northwe-t. It is the fastest grow - 
ing section of Canada. It's got fish. 
Inmber. lots of water power. There s 
also some mining and farming. Popu- 
lation, about 1.250.000. 

The Canadian market can also be 
di\ided into Fnglisli-speaking and 
French-sj)eaking. This is probabb a 
more important way of breaking dowji 
the Canadian market than the geOr 
graphical method. 

There are more than four million 
Canadians \sh<)se mother tongue i4 
French. The\ are as interested in U.S. 
j)ro(lncts as the next fellow but \ou 
ha\c to know bow to aj)j)eal to them. 
Listen to what the government-owned 
Canadian Broadca.-ting Corporation 
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Canada^s Cream of the 
Crop from Coast to CoaWt 




Canadian stations 

represented by Donald Cooke/ Inc. 
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PROVINCES 













1 MARKET j 


STATION 


1 AFFILIATION 


POWER j 


FREQUENCY 


" Dawson Creel; 


CJUC 


Trans-Canada 


J. ©00 


J350 Uc 


Nanaimo 


CHVB 


Independent 


J,CO« 


1.170 he 


Penticton 


CKOK 


Independent 


I.©0© 


«©0 IvC 


^ Port Alberni 


CJAV 


Independent 


2.-;o 


J2 I© kv 


? Vancouver 




Independent 


1. 000 


1410 kv 


Vernon 


CJIB 


Dominion Net 


i.om 


n io kv 


" Winnipeg 


CKY 


Independent 


5.0©© 


58© kv 


a, Bridgewater 


CKBW 


Independent 


I.©0» 


1 000 kv 


Brampton 


CFJ» 


I ndependent 


250 


I0»© kv 


' Fort Frances 


CKFS 


Dominion Net 


J.OO© 


«©» kv 


1 Guetph 


CJOV 


Independent 


25© 


1450 kv 


Kenora 


CJRL 


Dominion Net 


1.00© 


122© ^c- 


Niagara Falls 


CUVC 


Independent 


5,©«© 


IGOO kv 


'1 Ottawa 


CKOY 


Dominion Net 


5,00© 


IS 10 kv 


f Sarnia Port 










i Huron 


cnoK 


Trans-Canada 


5.000 


J©70 kv 


i Toronto 


CKEY 


Independent 


5.©00 


58© kv 


Montreal 


CKVL 


Independent 


/.©©© 


nno kv 


'■ Sorel 


CJSO 


Independent 


J .0©© 


1320 kv 


Three Rivers 


CKTR 


Independent 


1 .©0© 




Gran by 


CHEF 


Independent 


25© 


1450 kv 


Quebec 


CKCV 


Independent 


J,0©0 


1280 kv 


Sherbroolce 


CULT 


Independent 


I.©©© 


»0© kv 


Sorel 


CJSO 


Independent 


I.©0© 


1S20 kv 


Three Rivers 


CKTR 


Independent 


I,©0© 




J'erdun 


CKVi. 


Independent 


I .©©© 


»8© kv 



British Columbia 



Manitoba 
Nova Scotia 
Ontario 



Quebec 



Quebec French 
Radio Croup 



Represented by 



Slonald Cooke, Inc, 



NEW YORK . CHICACO • LOS ANCELES 
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Rich, untapped market 

of KAMLOOPS 

awaits you! 

Willi llui/ Kamloop$, B. C? 



1 



ll's li('!i(l(|iinilt'rs for llii- 
new ,'fl(Kl.(l(l(l,(i(l(» pipeline. 



2 



3 



A new flO.OdO.OOd oil refin- 
ery is Ikmuj: Imilt. This silone 
will (loiil)le Kiinildops' 1)01)- 
iil;ilii>ii Avilliiii ii tew v<'iii'S. 



Ivjimldops is i-ieli with otlier 
hidllslries eilltle, llllllher, 
r;iilro;i(ls, nijriciilttirc, gov- 
eriimeiit sent, tourists. 



How can you reach and sell 
this thriving, untapped market? 
Buy CFJC! 96.7% of the 
homes have radio. CFJC 
DOMINATES with 94.9% of 
the audience. 

910KC* CFJC M 000 watts 

Kaml<)(>p!>, It. C. 



WANT TO SELL 
CANADA? 

One radio station 
coiiers^ 40% of 
Canada's retail 




TORONTO 

50,000 WATTS, lOIO K.C. 

CFRB covers over 1/5 the homes in 
Canada, covers the market area that 
accounts for 40% of the retail sales. 
That makes CFRB your No. 1 buy in 
Canada's No. 1 market. 



REPRESENTATrVES 
Uniltd Siolet: Adom J. Young Jr., Incorporoled 
Canada: All-Canada Radio Facililiet, Limited 



»a\ » ;il)out the ?iil>j('( I : 

" I lierc are a feu tliiii<;s to r<*iiR'iii- 
lier if (Jiie i» »ettiii^ out to appeal lo 
tile l"reii<li-Caiui(liaii iiiarkel. 1 lie 
Fi ericli-Caiui(Iiaii lias his own culture, 
therefore his own tastes, whii h do not 
ncf c^sariK < oitieide with other people's 
tastes. The first lime an attempt was 
iiuide on tlie radio In advertise to 
FreiK h listeners, conmiercials were 
mere trairslalioiis. or. at best, a<lapla- 
lloiis of Fiiglisli eonmiercials, 

" There wa- liardlx am respcjiisc and 
it dawned on the advertisers that 
tli()iif;h their plugs were technically 
heiiifi deli\eied in French. lhe\ still 
wereii t realU .speaking the language 
of the Freni h people. 

''Nowadays it i» French Canadians 
who think up French coimner<ial» — 
right from ralcli — and the re-ponse 
IS what It hhould be. 

"According lo the coniniercial divi- 
sion of the CHC s Quebec region, the 
( ommercial success of a sponsored pro- 
gram depends mainh on the quality of 
the program itself and the tasteful pres- 
entation of the product, rather than 
lh(» frequeiic\ of plugs. 1 he Freiich- 
Cniiadian is merely repelled by the all- 
too-coninion practice of chopping up 
fine drama, or a \arietv show, with 
( (nnmer< ial aimouiK einenls that are as 
irrelevant as lhe\ are di^ta-leful. 

""."s |) o n s o r s of l^en( h-Canadian 
shows. keenU aware of this, and anx- 
iims lo put on good shows anyway, 
often refuse lo use the whole of the 
(onnnertial time that is offered them: 
if lbe\ are told the\ must limit their 
commercials to three minutes, it is not 
niuisual for them to -ax that three min- 
utes i~ too nuK h and all they need i> 
tw o. ' 

Taking due regard of the anti-com- 
mercial prejudices often found among 
i per>oiinel. one will find agree- 
ment among agencies and advertisers 
with the general tenor of the remarks 
above. 

W ilf Cbarland, \ice pre?ideiil and 
radio-t\ dire( tor of M( Kim \d\ertis- 
iiig. Ijd.. Montreal, told M>ONs()H: 
"1 he Freiu'h are dilTerent. Ibex are 
more con>er\ati\e than the Fnglisb- 
peaking. I bex re-isi bard-sell. FreiK'h 
toimiien ials mn>t be toned down in 
< iiiiiparison with luiglisb commercials. 
l?iit if \ on hit the French right. tlre\ 
will re-pond (piickK. \iid it work> the 
oppo-ite w a\ . loo. 

1 be [■.iiglisb..-peakin<> popidatioii. 



too. ie»i»t> hard-sell, though not to ihe 
same extent as the French. To simplify 
a \er\ coniplicaled subject, you can 
rouglil\ describe the English. speaking 
Canadian as {reading the middle 
ground between Hritisb and I'.S. in- 
fluences. 

Spent e Caldwell, head of S. \V. Cald- 
well. Ltd.. one of the largest program 
packagers and produ( ers of commer- 
cials in Canada, -axs: 

"Too mail) \ew ^'orkers feel that if 
it is not done in New ^'ork. it can t 
be good. There are a surprising 
amount of sill\ ideas about Canada. 
Fxcepl for the big, smart agencies, 
there is still a lendenc\ to think of 
Canada as a combination of snow, 
huskies, e>kinios, the maple leaf, beav- 
ers ancJ the Mounted Police. 

''Crossing an international boundarx 
brings a ho-t of problems. Dulv on 
programs and commerc ials is a < om- 
j)licated subjet l and an advertiser can 
overpay if he doesn l know what lies 
doing. An advertiser with a certain 
• olor package may come into Canada 
and not realize that bi^ color is al- 
ready assoc iated w ilh a Canadian prod- 
uct. Prices often ha\e to be diflerent 
m Canada. Chiclets sell for six cents 
in Canada, not fixe as in the T.S. A 
producer of appliances must be famil- 
iar with eleclrital -\sieni. While some 
area- are ( hanging over to 60-<:\cle 
current, most of Canada is run on 2.5- 
c\cle current. 

'Mt should be ob\ ions, but it some- 
limes isn't, that \ou have to come to 
Canadians to learn about Canada. 

So far as air adx erti.-ing in the Ca- 
nadian market goes, here'- what Don- 
ald Cooke, I .S. rep for more than two 
do/en Dominion -talions. sa\s: "There 
is no ad\erli-ing medium in this coun- 
try that can compare in elTeclixene— 
and econonn with Canadian radio. Ra- 
dio sel--in-u-e ha\e aclnalb increa>ed 
during the pa-l fixe \ears in the face 
of competition b\ tele\ision. The ad- 
\ertiser must remember as well that 
<cts-in-u-c in Canadian radio i- much 
higher in any given ( it\ than in com- 
parable citie> in this countr\. 

"1 wtmld suggest to American adver- 
tisers that the\ be sure lo gear their 
commercials to Canadiaix rather than 
to subsidize his American commercial 
feeling thai il will "«eH" Canadian-. 
"Ibis is jn-l not Irne. "The Canadian 
will ju-t not ac ( epl the hard--ell of our 
t\ j)e of connnerc ial. 
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CANADIAN RADIO 

(Continued from }mge 78) 

iiadiaii tv stations on at this time last 
\ear, though, of course, horder Cana- 
dians have been viewing U.S. televi- 
sion for some years now. 

A broad study of the effect of \.\ on 
radio listening in Canada was under- 
taken at the end of the last )ear b) 
EHiott-Haynes. E-H uses the telephone 
coincidental technique for both radio 
and tv. The firm studied its November 
evening audience trends in the Toron- 
to-Hamilton-Niagara area ( which is 
contiguous with Buffalo ) from 1941 
'hrough 1953. 

Here's what was discovered. 

For the p.c-lv years from 1^41 



this is.. 



tlirough 1946 



iio sets-in-use aver- 



aged 35.6%, while for the following 
six years ( 1947 through 1952) the 
figure was 36.9. Last year the figure 
U'as 31.6. Thus sets-in-use during Xo- 
\ ember 1953 was four percentage 
points below the 1941 -'46 average and 
five percentage points below the 1947- 
'52 average. 

This is what was happening. 

Before 1953. of every 100 homes 
219^ of the families were away, 43 
were at home and not listening and 
36'^ were at home and listening, Dur- 
ing November 1953 the pattern shaped 
up as follows: 14 /o away from home, 
27% at home and not listening or 
viewing, 32% at home listening to the 
radio and 27% at home viewing tv. 
( The tv figure is a ])ercent of total 
homes in the area, not just tv homes.) 

What does this mean? 

Television is building its own audi- 
ence, the research firm points out. It 
has recruited its audience as follows: 
26% of the tv viewers are recruited 
from those formerly away from home, 
59% of the tv audience comes from 
those formerly at home hut not listen- 
ing and only 15% come from former 
radio listeners. 

But— 

There are more radio homes now. 
In 1940 there were about 400,000 ra- 
dio homes in the area measured. In 
November 1953 the figure was 020.- 
000, an increase of 55%. 

The radio audience is actually larg- 
er. The 1941-'52 sets-in-use average of 
36.3 represents an average evening au- 
dience of 187.000. The 1953 sets-in- 
use index of 31.6 represents an aver- 
age evening audience of 196,000 — 
which is 4.7% higher. 




in a RICH CANADIAN 
PRIMARY MARKET 



COVERAGE AREA 



Populai.'on 


Clans A 


Class A & B 


Cla-3 A B, & C 


Families 


300,0C0 


450, CCC 


£37 ceo 


No. of Sets 


80,641 


^62,414 


2S2 SI 1 


Retail Sales 


28. GOO 


37,-C( 


6>.C0C 




$268 COS ceo 


$499 290 CCt 


$€'0 949 ceo 



O P= S E T- 

OWM E R S 




Effective radiated power — 117,000 v/atfs. 

For full details, rates and facilities, contact Weed 
& Company in U.S.A. and All-Canada Television in 
Canada. 



*Froni surveys fay; 

1. Teieratings, 
Eliiott-Haynes limited, 
May 30fh— June 5»h, 

1954. 

2. Carrier Bey Survey — 

May, 1954. 
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^Almost allthe audience 
All the time! 




SELLING and SERVING this 
60 MILLION DOLLAR market 
in South Eastern BRITISH 
COLUMBIA 

•DAYTIME 96.3% OF AUDIENCE 
NIGHTTIME 89.9% OF AUDIENCE 



I Ik' ( oiu lu^ioii h\ iho F!lli()U-Ha\ IK'S 
|)('()]jk' llial b is buildiuf; its oun £iu(li- 
eiK L" is borne out to a certain extent 
1)\ later fijiures in a stuch cl(jne 1j\ In- 
ternational Sur\e\s. This firm uses a 
diary panel tetlniic]ue. The fijiures he- 
low coinijarc e\ening weekday radio 
and t\ audienecs in the Toronto and 
Montreal areas durinfr the first week 
of Ma\ 195.3 as against the >^anic week 
this \ear. 

First, Toronto: During the hours 
from 6:00 to 11:00 ]).m. radio's share 
of the total radio-tv audience last \ear 
ranged from 1^6 to 72' i . This \ear 
the figures are 26 to oG'^f . During 
CN ery hour, there was an increase in 
t\ \ share of the audience in 19.>1. 

lloNvever, a look at total radio lis- 
leiiiiig gi\es a somewhat dilTerent pic- 
ture. From 6:00 to o:00 there is no 
change in the percent of radio homes 
listening and actually a slight increase 
in the total number of homes listening. 
(The reason there are more homes lis- 
tening is that the population is larger. I 

During the following three hours the 
decline in radio listening ranges from 
two to six ]jercentage points. The larg- 
est decrease in the radio audience came 
from 9:00 to 10:00 p.m. when sets-in- 
use a\eraged 20% for the fi\e week- 
da\s in 1954 as against 26*^? in 1953. 

In Montreal, where French audience 
hahits predominate, the impact of t\' 
has heen greater. 'The French, ajjpar- 
enlly. ha\e carried o\er their lo\e for 
radio to t\ . For iMav 1953 radio's 
share of audience in the fi\'e hours fol- 
lowing 6:00 p.m. is as follows: 98, 93, 
o2, 76. and 561 . This \ ear the ( orre- 
sponding figures are 95. 63. 4 1. 37 and 
24' ^. 

The actual radio li-ten:ng homes in 
.Montreal (where 45 "^r of the house- 
holds ha\ e t\' sets I during the same 
fi\e weekda\ e\ening hours are as 
folhjws : 



6:00 p.m. 
7:00 p.m. 
fi:00 p.ii). 
y:00 p.m. 
10:00 p.m. 



During 1953 : During 19.3 1 : 
141.090 185.000 



180.000 
154.000 
124.000 
46.000 



147.000 
106.000 
59.000 
32.000 



It must he borne in mind that the 
areas measured are the most lieaviK 
saturated t\ areas in Canada. At pres- 
ent about 20'^f of the homes in Canada 
ha\ e l\ . 

Furthermore, these figures coser 
nnb e\ ening. Let's take a look at da\ - 
time tN . W hile Canadian t\ is con- 
(iin^d to the |)ost-5:00 p.m. period. 



daytime t\ from Buffalo gets into To- 
ronto. Though tv's share of audience 
has increased during e\'er) hour of the 
afternoon in Toronto, total radi(j lis- 
tening has actually increased during 
lialf (jf the afternoon, llie radio lis- 
tening habit is apparenth strongly in- 
grained. 

Q. What impact has tv had on 
the radio industry? 

A. 'I he impac-t of t\- on the radio in- 
dustry has been greater than audience 
figures warrant. There are two reasons 
for this. In the first place Canadian 
radio brijadcasters ha\e been fore- 
warned and jjrepared for their up- 
coming battle with t\ from watching 
I be I .S. experience. As a result it is 
liot likel\ the\ will be afllicted b\ that 
temporary hjss of ner\e that was so 
c\ ident in I'.S. radio a few \ears back. 
In other words Canadian radicj is 
buckling down to the job of competing 
Nsith t\ in man) cases before video 
can do much damage. 

In the second ])lace cancellation of 
I .S. radio network shows which are 
also ]ji]jed into Canada has naturally 
had an effect on the programing and 
sales picture in Canada. Though their 
cancellation is premature or unneces- 
-ar\ so far as Canada is concerned 
L .S. sponsors w ill not retain them for 
Canadian audiences alone. The reason 
is an economic one. Canadian subsid- 
iaries norinall) gel a free ride on U.S. 
radio network shows piped into Can- 
ada so far as programing costs are 
concerned. Tbe\ pa\ onl\ time costs,^ 
The\ could not afford to ])ay U.S. pro- 
gram costs, which are reasonable for 
a market of 160 million persons but 
not reasonable for a market of 15 mil- 
lion. 

As an example of bow Canadian ra- 
dio is following the fortunes of U.S. 
radio, a representative of Horace X. 
Sto\ in & Co.. one of the important Ca- 
nadian station reps. \ isited New ork 
earl) this \ear. He spoke to T. F. 
(Tom) Flanagan, managing dire<-tor 
of the Station Uepresentatives AssOci£>- 
tion. George S. Dietrich, eastern man- 
ager of NBC Spot Sales, and .Norman 
R. Gleim. publisher of SPONSOR. 

Here'i what be told the Slo\ in sta- 
tions on returning to Canada: 

"To sum u]) the substance of wbat 
we learned in New York: Radio. ])ar- 
ti( ularh spot radio, is coming back 
strongh. not so nuich in spite of In 
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M&iTREAL 

. LISTENS MOST 
TO 



CJA 




NOW 

10,000 WATTS 

^^P^f with ffce news 
^^^^f/J^fwith' sports nsvlts 

"^P/^rwith English 
. speoilring 

Listeners * 
aCBS.«in.„ i„ Canada's 

greatest 



^ / metropolis 

AS 



Canodo 
Radio Timi Sain M 

USA. 
Adam J. Yatni hi, hi. 



competition but be<'ause of tv coin- ^ 
petition." The report noted the heavy i 
demand for daytime periods but called 
attention to the fact ttiat advertisers 
are becoming more careful in their 
radio buying. "To meet this chal- 
lenge," the report went on. "smart am 
operators are . . . laying more stress 
on the local program and activity on 
behalf of the community. Tbey are 
displaying showmanship. Sales pro- 
motion programs are becoming more 
organized and more eflfective." 



Q. What are Canadian stations 
doing to prepare for serious tv 
competition in Canada? 

A. Tom Darling, general manager of 
CHML, Hamilton, Ont., has been buck- 
ing tv from Buffalo for four years, yet I 
1953 was the station's biggest year so 
far as business is concerned. He told 
SPONSOR: "You can't fight tv by sav- 
ing money. We are spending more 
money on research, programing and 
promotion. Our program answer to tv 
fs block programing at night. On Mon- 
day we emphasize foreign-language 
programing (Hamilton, a steel city, 
has substantial numbers of Italians, 
Hungarians, Polish and Ukranians), 
Tuesday night is talk night, Wednes- 
day we have a boy-and-girl music for- 
mat — and so forth." (For further an- 
swers to the question above see SPON- 
SOR asks, page — .) 

Allan Hammond, manager of CFCF, 
Montreal, Que., an all-English station, 
said: "Tv is making radio men go back 
to work. There is no evidence that 
Canadian stations are showing any 
fear. One advantage we have in Can- 
ada is that there is less station compe- 
tition. There are a large number of 
one-station radio markets. CFCF is 
devoting more time, money and per- 
sonnel to newsgathering. We scooped 
the world with the first official state- 
ment from the Foreign Minister of 
Guatemala after the invasion. Our 
news editor, Sam Solomon, spoke to 
him by phone. We scooped the press 
recently when Montreal police picked 
up one of the quintuplets, Emilie, who 
became lost in the city and from that 
^tory we found out that another quin- 
tuplet, Marie, had left the convent." 

CFCF is not alone in its emphasis 
on news, which is a prime ingredient 
of Canadian radio programing. CJON. 
St. John's, Newfoundland, for exam- 
ple, has a larger news staff than the 
two daily papers in St. John's. The 
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otiitioii lia* six local repottor.s plus IH 
'trin-ier-^ ill cverv inairr router, ])r()- 
\ ides riows i'\cr\ liour. \i'> Ik^uts daily. 

As a rule the ((jntinuity and news 
dcjjartiiKMrls of largo-ritaikct statioirs 
arc wcll-stafled, 

Q. Is there a special reason for 
the emphasis on news on Canadian 
radio? 

A. riic liiglr |)pr(L'iita<;e of small 
towns ill Canada nearly half (MA'/') 
of all Canadian radio lionies are lo- 
cated on farms or in cities of 10.0(J(J 
and under — means local news co\er- 
ape 1)\ dail\ iiewspajjers is sparse, 
p'or example. Ja<k I'illing. managiiifr 
director of ClIW K, Chilliwack, B. C, 
sa\s: "XoiMnetropolitan radio in B. C. 
is an exclusi\e proposotioii. Xo iion- 
nietropolitan market hasi more than 
one station. Few of tlie.se areas lia\e 
dail\ newspapers, nio«t of them heing 
ser\ed liy weeklies. Conse(|ueiitl\ ra- 
dio iii the only daily medium." 

Pete ,M< Curk, who heads up \\ eed'.s 
Canadian station rep operation in the 
I .S., points out: ''Estimates show that 
newspapers reach between 33 and 50'( 
of the households. The newspapers are 
daily and weekly. The plateau of news- 
paper coverage drops sharply just out- 
side the < ity limits for the reason that 
railroad train schedules are limited 
and transportation over the highways 
re(piire quite a hit of time. It is esti- 
mated that the average newspaper j)eii- 
el ration is ahout 15 or 20 miles out- 
side the city."' 

CllAH, Moose Jaw. Sask.. reports 
that the numher of radio homes which 
listen to it six to seven days a v^eek 
( BBM figures) is greater than the to- 
tal circulation of all daily newspapers 
in the province. 

CJAT, Trail. B. C. shows these fig- 
ures: Its daytime circulation averages 
more than 10.000 homes. Its night- 
time circulation a\erages more than 
8,000 homes. The daih newspaper 
sells about 5,500 copies. Combined 
weekly newspaper circulation in the 
area is about 4.500 copies. 

The tradition of news coverage in 
Canadian radio has been dramatized 
b\ the work of CllKD. Edmonton. 
\lta., which came on the air earh this 
vear. \ few weeks after the stations 
opening. CIlEl) newsmen covered a 
sjiectacular fire with their new porta- 
ble tape ccpiipmeiit. inteniewcd fire- 
men at the height of the blaze. As the 
station describes it: "Wben the last 



flanie had beeil subdued, the stall re- 
turned to the station, picked up npw; 
tapes and ilashed oil to Legal where a 



was i)uriiiii'r and 



)low 



ins 



wild 



Q. Is there much out-of-h,om& 
listening to Canadian radio? 

A. As in the L .S. there is no mea- 
surement ofTered which will show how 
iiiaiiv sets or how many people are 
tuned in to a specific program cjut-of- 
home. llo\ve\er. Elliott-Ha\ nes niea- 
sures auto listening and listening in 
public places locally b\ station twice 
a year. 

1 be aiito listening figures use car? 
on the road as a listening base. Driv- 
ers in 12 key markets are i|uestioned 
as tbc\ draw up to a curb, pull into 
a parking lot or gas station. Only da\ - 
time hours are C(jvercd and dri\ers are 
asked about their radio listening dur- 
ing tbc preceding half hour. 

Here is the average sets- in-use fig- 
ure of (ars on the road by market dur- 
ing tbe 8:00 a.m. to 6:00 p.m. period 
ui April 1954. Note the wide range: 



Halifax 

Si. John 

Montreal ( English ) 

Montreal ( French ) 
Ottawa 
Tor on to . 
Hamilton 

Winnipeg 
Regina 
Calgary 
Edmonton 

f^ancouver 



51. .5 
41.1 
47..S 
50.9 
57.3 
38.8 
31.5 
35.9 
43.9 
26.0 
46.6 
49.6 



Of course these figures aren t pro- 
jectable unle.«s the number of radio- 
e(jui|)pcd cars on the road during va- 
rious hours of the day is known. E-H 
tried to find an accurate way of mea- 
suring traffic so that the percent of 
cars on tbe road to the total number 
of ears could be figured out and the 
actual number of people listening esti- 
mated. However, the firms research- 
ers felt there were too many variables, 
involved and dropped the attempt. 

The E-H measurement of listening 
ill public jilaces in the same 12 mar- 
kets covers four kinds of establish- 
ments: soda bars, restaurants, barbers 
and hairdressers. Here's what the Jan- 
iiarv 19.54 report shows: 

The percent of shops with radios 
ranges from 33.9 in \ ancouver to 72.7 
in French Montreal. The all-dav av- 
erage (9:00 a.m. to 6:00 p.m.) sets-in- 
use ranges from 49.0 in French y\arm 
treal to 71.5 in W'inuipeg. 
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Q. How many auto radios are 
there in Canada? 

A. In September 1953, according to 
All-Canada Radio Facilities, one of 
the top station reps in Canada, there 
were 1,899,000 automobiles registered 
in Canada. Of these, 715.000 were ra- 
dio-equipped. 

This is considerably less than the 
percentage in the U.S. However, the 
number of auto radios in Canada is in- 
creasing substantially. More than half 
of all autos sold since 1946 have ra- 
dios. In 1952 there were 104,035 au- 
to radios sold. In 1953 the figure was 
182,561. During the first four months 
of this year 41,078 auto radios were 
sold. 

An important factor in auto listen- 
ing is the U.S. tourist. All-Canada Ra- 
dio Facilities' figures on the U.S. auto 
lourist subject while not recent are 
probably applicable today. Here's 
what they show: 

In 1951 the number of U.S. auto 
tourists reached a peak during July 
and August. No other months come 
close to those two summer months in 
the number of U.S. auto tourists. In 
July the number was 505,000 cars; in 
August the figure was 525,000. Fur- 
thermore, of the $258 million spent by 
U.S. tourists in Canada in 1951, $151,- 
600,000 was spent by those traveling 
by auto. 

Canadian stations are seeking to at- 
tract U.S. auto Hsteners. CHML, Ham- 
ilton, Ont., has a 3V2-hour program 
every Sunday night called On the 
Road; it is a potpourri of music, news 
fand chatter resembling the many U.S. 
shows of this type. During this pro- 
gram the usual local and Canadian- 
slanted news format is dispensed with 
in favor of news of interest to U.S. 
travelers. CHML found out that the 
bulk of U.S. travelers in Hamilton 
come from Ohio, Pennsylvania and 
New York so that, in addition to in- 
ternational news, stories from those 
three states get important play. The 
program also presents news of traflSc 
conditions on the outskirts of Hamil- 
ton and on the roads to Niagara Falls 
and Toronto. 

Q. What are the figures on mul- 
ti-set radio homes in Canada? 

A. According to official government 
figures as of September 1953, 2,633,- 
000 Canadian homes had one radio, 
687,000 had two and 191,000 had three 
or more. That means that 25% of the 
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In the Detroit Area, CKLW-TV with its 325,000 
watt power penetrates a population grand totd 
area of 5,416,375 in which 82.7% of all families 
own TV sets. Of these 1,305,520 TV families 
88.2% are covered by CKLW-TV channel 9, or a 
grand total coverage of 1,151,554 TV families. 
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1. Lowest Rates 

2. Excellent ALL-DAY 
Vancouver Area Ratings 

3. Personality Programming 

4. Top Air Salesmen 

5. Average of 100,000 letters 
per month on"TREA$URE 
CHE$r' — 50% from the 
Vancouver Area 
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FOR JOINT CAMPAIGNS OVER 
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THEY'RE NOT TRYING us 
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1. DOMINANT listenership 
in Vancouver Island's In- 
dustrial Heart 

2. Rich Mainland Powell River 
audience-^ with CJAV as 
"Home'* station 

3. More than 80% local busi- 
ness firms as fellow adver- 
tisers 

PLUS 10% DISCOUNT 

FOR JOINT CAMPAIGNS OVER 

CJAV and CHUB 

See: Stephens & Towndrow 
Toronto & Montreal 
Donald Cooke Inc. — U. S. 
John Hunt — Vancouver 



radio homes had two or more radios. 
It is pafe to a.ssunie that by this time 
more than one million Canadian 
homes ha\e two or more radios. In 
addition there are a handsome num- 
ber of portal)les. Between 1940 and 
about the end of Fel)ruary 1954 al)Out 
21-5,000 portables were sold. 

Q. Is Canadian radio reasonable 
in cost? 

A. As in the U.S.. Canadian radio is 
considered the cheapest way of reach- 
ing the mass consumer with the excep- 
tion of l)illboards. One of the reasons 
Canadian radio is so chea|) is that U.S. 
subsidiaries can use U.S. network 
shows piped into Canada and pay only 
time and line charges. However, P&G 
of Canada, a big user of U.S. network 
shows, is increasing its use of spot ra- 
dio (or selertr\e radio, as it is called 
in Canada) because it has found it 
comparable in cost-per-1,000 to net- 
work radio. One of the economies sel- 
dom pointed out about network radio 
in Canada, incidentally, is the bonus 
andience provided by the government's 
low-power rela\ transmitters for areas 
of bad service. There is no charge for 
this. 

Q. Have there been any changes 
I in government regulations affect- 
I ing radio? 

A. Nothing important has happened 
this year but the effect of two regula- 
tions changed last year by the CBC are 
just beginning to be felt. 

One of the changes permitted the 
sale of announcements at night, or, to 
be technical, no longer prohibited 
them. ( In Canada a l5-?econd an- 
nouncement is called a "flash" and a 
one-minute announcement is called a 
"spot. " though the term "spot " is often 
used to refer to an\ kind of announce- 
ment.! 

One reason for the change was the 
impending shadow of t\ competition. 
The CHC realized that stations would 
n\entuall\ reqnire smaller and cheaper 
time periods for sale. Besides, the 
CBC bad been selling announcements 
at night on t\ . and private station op- 
erators complained that the distinction 
between radio and t\ on this score was 
illogical and unfair. I're\ iously sta- 
tions had been allowed to sell to s])on- 
sors onl\ (•om])lcte jjrograms at night 
and all da\ Smida\. although some of 
the >liow> were short enough to be the 
(■(juiN aleiit of the program time a sjxjn- 



sor would get H he bought only one 
announcement. 

The sale of nighttime announce- 
ments has been going briskly and many 
stations are doing better than they oth- 
erwise would if the prohibition hadn't 
been dropped. There is a growing use 
of saturation announcement buying in 
Canada, Syndicated program sales are 
also showing an upbeat trend at night. 
.Stations are using them as participa- 
tion vehicles, espe< ially since the can- 
cellation of some nighttime network 
shows have left financial gaps in their 
schedules. 

The other im|)ortant change in reg- 
tilations last )ear also had to do with 
announcements. The CBC prohibits 
more than four announcements dur- 
ing any 1.5-minute jieriod and limits 
the total length of these announce- 
ments to three minutes. A station may, 
with CBC consent, exceed these limits 
with special announcement programs 
pro\iding there is a proportionate re- 
duction in paid announcements during 
other periods. 

At first some stations thought this 
meant they could sell more announce- 
ments during |)rime time and reduce 
announcements during marginal pe- 
riods w hen there wasii t much demand 
for time, an) way. However, as it 
turned out, the special announcement 
programs were meant to refer to the 
sale of birth and death notices b\ sta- 
tions in areas where there is no news* 
paper coverage. 

CBC is now checking station? to see 
whether the\ are remaining within the 
j)rescribcd connnercial limits. It has 
discovered quite a number of stations 
going over the limits, flowever. a CBC 
spokcMiiaii told spo.nsor that most of 
the \iolations are mi Id. The CBC has 
no intention of adopting a get-tough 
poHcv. "Vou can catch more flies with 
honey," the CBC spokesman told SI'O.N- 
50i{. He made clear, though, that the 
stations would have to find some way 
of keeping within the regulations. 

Some stations are reducing the 
length of their announcements and 
keeping all their ad\ertisers. Others 
are rotating their ad\ertisers on par- 
ticipation show- so that the sponsors 
are -Dread out o\er the entire length of 
the show rather than clustered around 
one snp|io>ctll\ good period. 

Q. How do government regular 
tions affect the advertiser? 

A. The goverinnent, through the 
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CBC, exercises wide controls over ra- 
dio (as well as tv). Canada has a 
half-public, half-private broadcasting 
industry, somewhere in between the 
British and the U.S. practice. In addi- 
tion to owning 20 of the 167 commer- 
cial am stations (and eight of the 10 
50 lews) the CBC controls all network 
programing on the three national radio 
networks. 

The three networks are Trans-Can- 
ada, Dominion (both English) and the 
French network. Most of the CBC sta- 
tions — 15 of them to be exact — are on 
the 40-odd station Trans-Canada skein, 
four are on the French network and 
one is on Dominion. The latter, CJBC, 
Toronto, is a 50 kw and is used as a 
point of origination for most Domin- 
ion programs as well as a device to en- 
force CBC network program control on 
the all-but-one private stations on the 
web. 

Government policy, as interpreted 
by CBC, is to provide Canadians with 
a broad variety of programs to satisfy 
minority as well as majority taste. 
(Under such conditions, Canadian 
publicly-owned radio cannot be self- 
supporting and Canadians are taxed 
to support CBC radio programing.) 
This limits the number of programs an 
advertiser interested in reaching large 
numbers of people would w-ant to 
sponsor. 

It is also CBC policy to encourage 
Canadian talent. An advertiser ready 
to sponsor a Canadian show has a bet- 
ter chance of getting network time than 
one who wants to sponsor a U.S. show. 
This also tends to limit advertisers, 

Canadian regulations on food and 
drug commercials are much stiffer than 
the U.S. Food and drug commercials 
in Canada must be cleared in advance 
whereas government policy in the U.S. 
is to cheek after the fact. In addition 
to regulations directed against mislead- 
ing advertising, CBC has definite ideas 
about what constitutes good taste. It 
will not permit advertising of such 
products as depilatories, laxatives or 
deodorants on the networks or on its 
stations. However, after clearance of 
commercials such products are allowed 
to be advertised on private stations. 

Despite these policies and regula- 
tions U.S. advertisers are an impor- 
tant segment of Canadian air advertis- 
ing and actually dominate the commer- 
cial network picture. 



Q. How much commercial pro- 
graming is there on Canadian ra- 
dio? 

A. CBC gave these figures for key 
slations on each of its networks during 
a sample week in March: 

CBF. Montreal (French): Of the 
102 broadcast hours, 32 hours and 20 
minutes were sold commercially, of 
which 50 minutes was local commer- 
cial time. 

CBM, Montreal (Trans-Canada) : Of 
the 103 broadcast hours, 19 hours 
were sold commercially, of which none 
was local commercial time. 

CJBC. Montreal (Dominion) : Of 
the 101 Vi broadcast hours, 26 hours 
and 20 minutes were sold commercial- 
ly, half network and half local. It 
should be pointed out that the Domin- 
ion network does not program during 
the day. 

As an added note on the CBM pic- 
ture. CBC reported that during a sam- 
ple week in January 1954 8% of the 
programs carried were U.S. shows. 

On a network basis the amount of 
commercial time averages about 20^. 

Q. What is the public attitude 
toward government ownership of 
broadcasting in Canada? 

A. As part of a regular survey of 
public opinion on various matters, El- 
liott-Haynes questions Canadians on 
their attitudes toward pul)lic owner- 
ship of various industries. Here are 
the public s 1953 answers on owner- 
ship of the broadcasting industry: 

• Prefer private ownership, 69.1^. 
This compares with 61.2% in 1952. 

• Prefer government ownership, 
13.8%. This compares with 17.2% in 
1952. 

• Prefer part-public and part-private 
(such as now), 11.9Vo. Tliis compares 
with 14.4% in 1952. 

• Don't know, 5.2%. The 1952 fig- 
ure was 7.2%. 

There has been a fairly steady in- 
crease in the number of Canadians who 
prefer private ownership of the broad- 
casting industry since the war. During 
the war, however, the preference for 
public ownership was high and for pri- 
vate ownership low. Right after the 
war, Elliott-Haynes figures showed a 
high percent of don't knows. 

Q. What's the trend in syndicat- 
ed program sales? 

A. There is a definite trend toward 
the sale of announcements. While some 
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Oil rich Canadians are 
Spokane's biggest source of 
bonus business (l/8th of 
retail trade: Chbr. Com- 
merce 1953) 

KGA's 50,000 watt signal 
is the only advertising 
medium that 
fully serves 
this rich 
market. 




KGA is the only 50,000 watt sig- 
nal between Minneapolis and the 
Pacific coast. 

KGA 



50,000 WATTS 



ABC 



ESTABLISHED 1926 
Spokane, Washington 
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».latioii>, su< li as ('JON, St. Johii'h, 
Neu fouiidlaud (wliicli rwcutly boujtlil 
70 packugt'd slious from All-Canada 
Hadio Facilities, largest distributor of 
jjuckaged sh()\v:s in the Dominion), re- 
j)()rt it's no great prohleui to interest 
advertis<'rHi in sponsoring their own 
shows, most of the retcnt pur* hases 1)\ 
advertisers, es|)e<iall\ in tv areas, ap- 
pear to he announeements. Many of 
the shows distriluited 1)\ All-Canada, 
wliieh handles /,i\ in (Canada, and 
S. W. Caldwell, \\hieh now distrihntes 
870 am Programs, are set up for an- 
nonnceinent sale*. 



•Stations are buying half-hour and 
full-hour j)a( kages and prograuiing 
them as strips. The hour shows often 
have room for 12 announcements. 
There is also a trend toward using 
|)a( kages f(jr hhx k programing. 

I he radio package husiness is conl- 
|>letel) dcnninated by U. S.-produced 
shows. While Canadians have eome 
u|) with s(nne excei'ient, professionally- 
produeed transcribed shows, the e<-o- 
nomic cards are stacked against a 
profitable Canadian radio program in- 
dusti). It's the old story of U. S. pro- 
<luceis and a big market in the r..S. 



By anybody's yardstick . . . 
MORE PEOPLE LISTEN TO 

CKRC 

THAN TO ANY OTHER 
MANITOBA STATION 

• 

Yes, sir, no matter who measures it, day or night, year 
in, year out, CKRC dominates the Manitoba scene. 
And again this year, we're in there with the most 
powerful schedule, of big-time programs in the area 
— network, national and local. We'd like to have you 
with us. 
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WINNIPEG 



5000 WATTS 
630 KILOCYCLES 



Representatives: All-Canada Radio Facilities 

in U. S. A.— Weed & Co. 



CANADIAN TV 

iConliniM-d from page 81) 

Haynes sets-in-use figures for March 
through June were 77.7, 74.0, 69.4, 
68.6. This is an average for every day 
in the week and from 7:00 to 10.00 
p.m. 

Montreal (French) : Figures cover- 
ing the same time and periods as those 
above were 76.4, 70.0, 68.2, 65.2. 

Montreal: International Surveys' 
sets-in-use for five vveekdav evening 
hours (6:00 to 1 1 :00 1 during .May 
1953 and 1954 and including both 
French and Fnglish tv homes were: 
In 1953 .3, 14, 40, 53, 18. In 1954— 
18. 50. oO. 72, 61, showing an increase, 
for every hour. 

It should he understood that therj; 
was more Canadian ])rograming in 
May 1954 than during the same month 
in 1953. 

Q. Are U.S. tv shows popular in 
Canada? 

A. They sure are. A look at ratings 
in four important market areas (To- 
ronto, Montreal, Vancouver and Lon- 
don) during May and June shows 
practically all the top-rated shows in 
Canada are U.S. -produced. The Ca- 
nadians' taste runs pretty close to that 
of U.S. audiences, too. 

Q. How does viewing of Canadian 
tv stations compare with that pf 
U.S. stations in Canada? 

A. As Canadian tv expands and more 
programing is seen on Canadian tv 
stations, Canadians are becoming more 
loyal to their stations where there is 
competition from the U.S. At the be- 
ginning of 1953, Elliott-Haynes Tele- 
ratings showed CELT. Toronto, with 
about 209?^ of the tv audience in com- 
petition with WBEX-TV, Buffalo. By 
the end of last year the figure had risen 
to nearly 39%. During the first months 
of this year CBLT contiimed to ko\d 
on to about 35 of the audience* 

The magnet of U.S. television is still 
strong, however. In June of this year 
of the top 10 shows seen in the Toron- 
to-Hamilti)ii-Xiagara area, nine were 
viewed via WREX-TV. 

Q. What is the CBC attitude to- 
ward U.S. programing? 

A. CBC sa\s: "From the outset li 
has been the aim of CBC television to 
present a large proportion of 
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Canadian production, while bringing 
into Canada some of the best programs 
from the United States and other coun- 
tries as well." In plain words, C1>C 
would like to have as umch Canadian- 
produced programing with Canadian 
talent as possible. In the opinion of 
private broadcasters, CBC is now in 
the position of liaving to swallow more 
programing from tile U.S. than it really 
wants to. 

Although the consensus among ad- 
vertising people is that CBC policy 
toward U.S. is more lenient than it 
started out to be, there is still plenty 
of dissatisfaction with CBC program- 
ing policy. One of the reasons Colgate, 
P&G and Lever. Canadian radio's big- 
gest advertisers, are not in tv yet, is 
because they don t like CBC program 
policy. 

According to a CBC spokesman, if 
there is any impression that CBC 
started out with a tough attitude to- 
ward U.S. programing, the reason is 
this: 

"When Canadian t\ first opened 
up, agencies rushed to CBC. urged the 
CBC to fill up the schedule with the 
vast amount of U.S. programing avail- 
able. Since we started out with our 
own programing from scratch it would 
have been very easy to do that. How- 
ever, if U.S. programing was brought 
in in quantity it would have been diffi- 
cult to push it off the schedule and if 
we left it on the schedule there 
wouldn't be any available time for 
Canadian programing and talent and 
the kind of programing for minority 
tastes that we are required by govern- 
ment policy to produce. 

"If there is more U.S. programing 
being brought in now. the reason is 
probably that there is more tv time 
available." 

Much dissatisfaction seems to be 
aimed at CBC's apparent priority for 
programing on the network and CBC- 
owned stations. The priority is this: 
Canadian live programing gets first 
crack at a time period, then Canadian 
film, then U.S. live, then U.S. film. It 
doesn't always work as mechanically 
as that but it obviously makes the U.S. 
program syndicator low man on the 
totem pole. 

Canadian distributors of U.S. syndi- 
cated film are hopeful, however, of 
getting more business in the future. 
One distributor said the percent of 
U.S. live and film shows on Canadian 
tv may be at a new high this fall. As 
more private stations come on the air 



\ ideo adverlisers will find them- 
selves haxing an easier time spotting 
film shows. It will be easier to get 
U.S. film shows on pri\ate station-, 
than on CBC stations. 

CBC may be easing up in its filn. 
polic}. .Stnart McKay, general man- 
ager of the All-Canada radio and t\ 
setup, said thai it had screened a num- 
ber of Ziv shows (which it distributes! 
for the CBC and the government agen- 
cy had found them "not unac< eptable.'' 
CBC is definitely interested in bringing 
in the top U.S. tv network shows, and 
Dragnet (sponsored by S. C. Johnson 



and EIna ) appears set for Canadian 
tv in the fall. 

Q. Are adverfisers interested in 
Canadian tv? 

A. Despite the implications of the 
foregoing paragraphs, advertisers are 
(locking to get on Canadian tv. CBC tv 
was practically sold out in July for the 
coming fall season. .Stuart McKay 
told SPONSOR last month: "A year ago 
there were less than 10 clients on Ca- 
nadian tv. now there are about 100. 
Of course, there are more stations on 
now but there is definite eagerness 
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BEST 

NON-METROPOLITAN 



BUY 



IN 



B. C. 



All day averages 
sets-in-use 44.1% 



of listeners 



41.9 program 
rating 



CKOK 



PENTICTON, B. C. 



j>loiirire Fiiiii««r<i/ 

Manapinff Director 

Itoii Chapman 

Station Manager 

lit pre.scn tativfs 

Mf»ii Cintliv. IIS/X 

f*(iii( .Tf CViiKidd 



iiiiniii}: iiraii) advertisers to gel in t\. 

A lot of Iv tiioncy that Irad hecn 
floating around and couldn't find a 
[jort in t\ has already rctnriied to 
radio. Tlio word "returned" is noc 
aeeideiital sinre some of the nrone\ 
eariirarkcd for tv was taken from ra- 
dio. 

Here's sonie idea of wliat's {.'oirrgr on 
at private stations: 

In Hamilton. CHCH-TV, though 
cau{;ht in crossfire of tv sifinali? from 
Toronto and Buffalo and though it has 
heen on the air only since 7 June, re- 
ported in July it had more business 
booked for the fall than any other pri- 
vate station. Hamilton is located in the 
center of the most heavily-saturated 
tv area in Canada. CHCH-TV breaks 
down its business on the books as fol- 
lows: 60'? national and 40'/ local. 
In addition it has about 60 accounts in 
outlying areas. The station feels it« 
signal gets better mileage than other 
signals of comparable strength because 
of the high-gain home antenna instal- 
lations originally put up in Canada to 
catch Buflalo. 

Q. What's the size of the inter- 
connected network? 

A. By the end of the \ear, the inter- 



connected t\ Canadian network will 
extend from Quebec City in the east 
to Windsor (across the river from De- 
troit) iu the west. About 11 or 12 
stations will be linked. CBC has askej. 
for (|uotations for the cost of micro- 
wave nda\ links to the West Coast and 
to the Maritimes. There are no target 
dates set for building of these new 
links. As a matter of fact, the govern- 
ment as yet has not appropriated the 
moiiex. The CBC told SI'O.nsok that 
one of the things to be settled is to 
what extent advertisers will share the 
cost of a Iranscontinental intercon- 
nected network which, because of 
Canada's vast distances (and smaller 
population! will cost more per-1,000 
tv homes than it does in the U.S. 

Charges for the present, relatively 
compact interconnected network run 
to S225 per half hour for a hookup of 
eight stations. To bring in a live show 
from the U.S. via the Buffalo-Toronto 
link is another S72. A hookup consist-^ 
ing of onl\ Montreal and Toronto cost 
S%. Discounts run up to \0% . 

CBC provides a kine service to its 
non-connected afTdiates, both public 




more 
national 
advertisers 
use 

CKWX Vancouver 
than any otiier 
station in 
British Columbia 



firsf in Canada's third market 



radio 



5408 



REPS: 

Weed & Company 

All-Canada Radio Facililies Limiled 



98 



SPONSOR 



aiitl [jiivate. A coasl-to-coasl L'aiiadian 
tv hookup can he put together on spe- 
cial ocf?asions. The British Empire and 
Curiimonweahh Games, held in Van- 
G(Vuvcr during the first week of August, 
wflrfl Ifilecast from CBU P, Vancouver, 
transmitted by closed circuit across 
the U.S. from Seattle to Buffalo, where 
the signal reentered Canada. Special 
facililiHS were constructed to link Van- 
cyiii'cr to Seattle. 

Q. What about uhf? 

A. As long as it is government ])olicy 
It) have only one station per market, 
there h no need to allocate uhf chan- 
nels. When tv is really opened up in 
Caiiaila, and no one knows exactl)- 
when I hat will be. it is possible that uhf 
slatinn?; will be licensed. 

Q. What about color? 

A, Canada is watching and waiting 
i'O- see what will happen in the U.S. 
There is not likely to be any color tv 
in Canada until the problem of an 
eCGnoniical and large enough tv tube 
for home sets is solved and the present 
tetrhnical logjam broken. While Cana- 
da has not officially okayed any color 
signal specifications, there seems every 
likelihood it will go along with the 
U.S, NTSC specifications, 

Q. What are tv costs like? 

A. For nuijt shows the tv cost-per- 
1,000 [s hijiher than the U.S, average. 
One o( the reasons the Big Three soap 
are keeping away from tv is the 
cost. liowaid Whiting, manager of 
bioEidcast adverti^iug and production 
lt)r P&C df Canada, told sponsor that 
while tv is becoming more attractive 
in terms of cost the price is still not 
justifiable, especially the cost of talent 
in terms of tv homes reached. W^ilf 
Charland. vice president and radio-tv 
director of McKim Advertising, said, 
ill a rfjugh estimate, that average tv 
^■o&ls-jjfr- 1.000 may go as high as three 
times I he U.S. average. This does not 
apply to a number of high-rated show s, 
he &aid, pointing tn ihv popular Frnn h 
tv situation comeily, 1^ Fainilte 
Plou^c, whicli gtib ralings in llie 

Q. What are U.S. films selling for 
in Canada? j 

A, As ill the IJ.S. priia?s for film affi 
not always eai^y to pin down. Esti- 
raates are that ihey are averaging 
aboul MW'f of the card rate, Avhieli 
Is protty close to tin* U.S, fifrure. I 
(Roger Clipp, general manager of I 



\\'F1L-AM-T\\ IMiiladelphia, ic.cntly 
said the a\erage film cost in the U.S. 
is f{6.2'^f of the time costs.) y\s in the 
U.S. there is a great spread in prices. 

It is rej)()rted that S. C. Johnson and 
Elna arc bringing in Dragnet to Cana- 
da at 125'? of the card rate in a two- 
vear deal. The show is considered 
first run in Canada although it has 
been seen from Buffalo. Avco of Cana- 
da almost made a deal with Desilu Pro- 
ductions, through its agency. E. W. 
I^eynolds, to bring in / Love Lucy- 
Desilu was asking $500,000 for a three- 
year deal involving 117 films. This 
figure conies to about 200% of the 



card rate for about 20 stations, which 
is the number the agency expects to 
he on the air by next Christmas. 

The interesting part of this story is 
that the deal fell through, not because 
of the asking price, which is pretty 
high for Canada, hut because of some 
internal Avco matter, if the deal had 
been consummated, Avco would prob- 
ably have paid less than $500,000— 
perhaps $400,000 or $450,000. 

Taking the 200% of the card rate 
figure, it would mean that the program 
cost of / Love Lucy on Toronto, for 
example would be $900. Assuming it 
got a rating of 60, or the equivalent of 
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2i)(),l)()() lidiiw^. llie |)r()f;raiii < o>t-|)ci- 
l.UOO \u>uw> would be $1.50 and total 
time and tak'iil aliiio>-t S7. 

Q. What should the advertiser 
know about bringing syndicated 
film into Canada? 

A. Once yni <t:irt (roofing interna- 
tional hitundai i<'<. }ou\e got prob- 
IcnK. ^ oil can always; figure the gu\ 
on the other side look^ at things :i 
little dilTereiit than \on do. not to 
mention the matter of < n~tonis. If \(ja 
(lon t know aii\ tiling al>()ut Canada 
and Canadian < u*toins make sure \on 
get an exjjcrt to handle the matter. 

S|jeiicc Caldwell, head of .S. \\ 
Caldwell. Ltd.. whose hnsiiicss is most- 
ly de\ote(l to importing and distrihul- 
ing t\' and radio programing. gi\es a 
few tips: 

It is usuall) Letter to ship the t\ film 
i^how without commercials. The value 
for purposes of lewing duty, accord- 
ing t(* Canadian customs, is the fair 
market value as sold in the L^S. but 
not less than 8c a foot nor less than the 
importers' ])Ui(luise price. AormalK 
the film is \alued at print cost since 
no true or outright sale is imolved. 
The result i- that cu-toms aiitomaticalh 
raises the \aliie to ik- a foot. A half- 



bonr film will tost about S'M). includ- 
ing all charge-. 

(Canadian customs are exacting in 
tlieir retjuircmcnts and it is j)etter to 
put too much information on a cus- 
t(jms in\oi(e than too little and lia\e 
the "oods (Ida \ ed. 

Since food and drug commercials 
have to be appr()\ed by the Depart- 
ment of National Health and Welfare, 
ad\ertisers naturall\ do not want to 
jja) dut\ on them and then Iia\e lliein 
rejected If film commercials are 
-hipped ill labeled "FOU l{E\ IKW 
ri'UrOSIvS OXLV the dnt> is less. 
\ commercial of 100 feet of film so 
labeled would cost .$1.65 at the border. 

Q. Are there any problems m pro- 
ducing tv commercials? 

A. Lxce|)t for a few he|) agencies and 
commercial producers, there has not 
been t<io much experience with pro- 
ducing Ine commercials in Canada. 
Says Hob Reinbaidt of CFl'L-TV. Lon- 
don : 

"In most cases we are writing the 
spots because \ery few agencies have 
writers who know an\ thing about tv 
production — and this is a must. Most 
-pots being turned out toda\ are too 
word\. The ])icture isn t telling the 



stor\. Writers seem to feel that the 
entire (>() seconds must be filled with 

W Ol (Is. ' 

'llieie is a brisk bu-iness in "Cana- 
dianizing ' I'.S. film coiiiniercials. 
I bis is often a matter of keeping most 
of the \ideo portion and changing the 
audio portion. All-Canada Television 
and S. \\ . Caldwell are active in this 
field. *** 



CANADIAN ROUND-UP 

I Continued from page 83 ) 

fwir(i/-»u>riiiiif/ huh'its 

CJ AT, Trail, B.C.: The station made a 
-urve\ of rising habits in its area, pin- 
pointing about 4.000 workers or 80*^ 
of the da\ shift workers at the Con- 
solidated Mining and Smelting Co. 
plants at Trail and Warfield. They be- 
gin work at 8:00 a.m. In a studv of 
five towns in the area, CJAT found out 
that the number rising at 5:00 a.m. 
were much larger than the number ris- 
ing at 0:00. e\ en where workers were 
oiiK a mile f>r two from their plant. 
A- a result. CJAT moved back it- sign- 
on to 5:00 from 6:00 a.m. 
last Januarv. 



tarting 




It's simple- /JO othci medium covers Canada 
like radio. In fact, 96.6'"c of all Canadian 
homes are radio homes. That's why, to sell 
Canada, you must use radio. 

.Vnd that's also why, more and more adver- 
tisers are selling Canadians through the versa- 
tile services of All-Canada than ever before. 



Because norih of the border, All -Canada 
Radio Faciliiies ofTer adveriisers a selective 
choice of stations, times and adjacencies in 
28 key Canadian markets. 

To sell Canada you must use radio. To sell 
Canada effeeliiely you must use All-Canada 
Radio Facilities. 



CHWK-Chilliwuck 
CFIC — Komloop( 
CKOV-Kelowna 
CKPG — Prince George 
CJAT— Trail 
CKWX -Vancouver 



CJVl-Victor.o 
CFAC — Colgory 
CI C A — Edmonton 
CFGP — Gronde Proirie 
ClOC— lethbridgo 
CHAT-Medicine Hoi 



CKBi-Prince Albert 
CKCK-Regino 
CKHC— Winnipeg 
CISH F M — Homilton 
CKOC — Homilton 
CICS — Sirollord 



CKSO-Sudhury 
CFRB — Toronto 
CFPL — London 
CKLW-Windior 
CFCF — Montreol 
CFC Y — Chorlottctown 



CFNB— Fredericiori 
CHNS — Holiloi 
CILS — Yormowth 
CICB— Sydney 
CJON-St. John't 



For complete 
information, write 
phone or wire: 



ALL^CANADA RADIO 

FACILITIES LIMITED 



VANCOUVER»CALGARY»WINNIPEG»TORONTO» MONTREAL 



TOO 
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ft«iffi« soils i 7,000 filatliota bulhs 

CFl'L, London, Out.: W. A. Jenkins 
Seed Co. has a I5-n\inute gardening 
show every Wednesday. On 2 June 
the firm plugged its gladiola bulbs, 
which were not moving berause of the 
cold, wet Ma\ and had become over- 
stocked. By Saturday 13,000 of the 
bulbs had been sold and the firm was 
out of stock by the following Saturday. 
The 15-minute show cost Jenkins $36. 
At 3Sc a dozen the 17,000 bulbs sold 
for S495.60. 

Birth attttnunvomouts protfram 

CKOM, Sa-katoon. Sask.: The familiar 
program of birth announcements was 
given a new twist by CKOINI recently. 
The new twist involves a new title — 
Who's New in the Nursery: a tbeme 
song — Desi Arnez' "There's a lirand 
new baby at our house"; and a new 
background — supposedly Saskatoon 
Hospital but actually only sound ef- 
fects. Red Alix, one of the station per- 
sonalities, plays the part of the doctor 
and one of the girls in the office j)lays 
the part of the nurse. The format: 
"Doctor" Alix ascends the hospital 
stairs, stops at the nursery and taps at 
the window to attract the nurse. She 
comes to the door and the pair talk 
about babies and so forth. In the back- 
,ground are hospital sounds. 

Giw-nirtii/ shotvs perh up sales 

CHUB, Nanaimo, B.C.: Burns & Co., 
Ltd., canned meat manufacturer, 
bought a 10-minute segment of 
chub's give-away show Trea$ure 
Che$t in January five times a week 
plus a segment of the give-away shov\' 
Name the Famous on CJAV, Port Al- 
bernl, B.C. Advertisers get a 10'~( 
discount for buying both stations. Af- 
ter three months the sponsor reported 
a 100% increase in sales in the Na- 
naimo area and a 75^ Increase in the 
Port Alberni area. Average daily cost 
on CHUB was $18.27 and on CJAV, 
S12.29. 

$1200 ill furniture for $31.80 

CJVI, Victoria, B.C.: Humber Bros., 
furniture company, runs a regular 
schedule of advertising on CJVL Re- 
cently, the firm advertised a huge ship- 
ment of mattresseSi Bruce Humber re- 
ported that before the first newspapers 
containing his ad on the mattresses had 
hit the street more than half the ship- 
ment had been sold. Humber credits 



CJVI with selling more than $1200 
worth of merchandise in less than 36 
hours during the promotion. Time and 
talent cost: S31.{;0. 

Katlio fvrsus iifwspupt'fs 

CFQC. Saskatoon, Sask.: A local spon- 
sor wanted to test radio, spent $49 on 
CFQC and the same amount on news- 
paper ads during a week's survey last 
fall. Every sale was checked to find 
the source of the buying impulse. Re- 
sults showed that $1,172 resulted from 
the radio campaign and only $78 from 
newspaper advertising. CFCQ reports. 



Spt-Mis si~»f), fit'ts sir>,ooo 

CllML, Hamilton, Ont.: Stan Rowe 
Furniture Co. bought a ccmsiderable 
amount of merchandise at a Toronto 
furniture show and aimed to sell it 
{juickly. The firm spent $150 in a 
three-day campaign on CllML, from 
21 through 23 January. Not only did 
it sell the furniture purchased at the 
show but a lot more as well. In three 
days the account moved $1.5,000 worth 
of furniture. 

Aiito ads tire .2% of xaies 

CKBW, Bridgewater, N.S.: Bridgewa- 



ALL-CANADA TV 

(jUaopi op GoROflla in ONE pacfeoqe ! 



v>4anada is a rich market. Canadian television 
is selling — and growing — in a big way. Whether 

your sales strategy is based on local markets or 
national distribution, TV is the answer, so— call your 
ALL-CANADA TV representative. YouMl get a 

complete "one-stop service'' from planning 
to screening . . . without hitch or headache. 



STATIONS 



Jl CKSO-TV— Sudbury 
^ CHCH-TV— Hamilton 
jj CKCK-TV— Regina 
CHCT-TV— Calgary 
C H EX-TV— Peterboro 
CFPA-TV — Port Arthur 



CFPL-TV— London 
[ CHSJ-TV— Saint John 
CJCB-TV— Sydney 
CKWS-TV— Kingston 
CKLW-TV— Windsor 

Now in operalion 



SHOWS. Proven audience-building package (TV) shows in Yn and 
1/2 hour vehicles available at budget prices. 

STUDIO TELESCRIPTIONS— currently producing outstanding 
results for National Advertisers on many Canadian Stations. Yours 
exclusively through All-Canada TV. 

FACILITIES. Complete facilities for the production of TV com- 
mercials from storyboard through to released prints. 



ALLCMADA 



TELEVISION 



CANADA'S FIRST TELEVISION SERVICE ORGANIZATION 



VANCOUVER 



CALGARY 



WINNIPEG 



TORONTO 



MONTREAL 



23 AUGUST 1954 



101 



t«'r Motors, Ltd.. wj-' ir*\\ to ra<Iio an<l 
st.irtfd oil tlu' >t:itioii on a trial basis. 
Firm iM-fjaii a(l\ crti:^iii{.' 1 IVhruary on 
CKMW. 15\ the (Mh! of .Ma\ tiie ^pon- 
^oi rcportfd than 7(1',' <«f liis ?alo 
well' diK* dii('< tl) to radio ad\erti?in^. 
\() oijtsidt' salesmen were nsed and 
no otlu'r form of ad\ertisin<r was u«cd. 
Tlic vijonsor's ad co^t US'- less tiian 
.2' * of iiis j:ross >ai('s. 

f-'r<>tir/i listt'tn'rs httihl turn slaiunt 

CVHC. Gravidi>ourjr. Sa^^k.: "Kadio sta- 
tion CI' Kf"..' sa\s Dumont Lepage, its 
niiuiager. "was built 1>\ tlip 23.000 peo- 



ple of French origin li\in{r in southern j 
.Saskat( liewan, who have conlrihuted 
SI 50.000 for this purpose. The sta- 
tion broadcasts in the French language 
only and is on the air 16 hours a da). 
This station i« owned and operated by 
its own inve-tors, who are also its reg- 
ular listeners." ! 

Station .viCMp.y utis ii'lth gtorvs 

CFHN, Edmonton. Alta.: The station 
sets up store displays for sponsors of | 
its Detect and Collect show, a Casino- 
t\pe show in wbith listeners answer 
riddles with proof-of-purchase and win 



hW' 5 KW! 



GREATER COVERAGE! 





MORE 



TO YOU 
FROM 



TOP DOG ON CANADA'S WEST COAST! 



big prizes. In exchange for premium 
position in the store CFRN promotes 
the program and products with an- 
nouncements naming the store in which 
the) are being featured. Sa\s station 
publicity director, Isobel .McDonald, 
"W'e feel with the high demand for 
space for competitive products we give 
our sponsors a chance by exchanging 
a little free advertising with the grocer 
who cooperates \<hh us," 

Cdiuirf inn farmers^ habits 

CFAC, Calgary, Alta.: Don F. McLeem, 
CFAC farm director, distributed ques- 
tionnaires in the station's primary cov' 
erage area. Based on a ^ample of re- 
turns, here is what he found out about 
when farmers get up and go to bed: 
During the summer 71'? get up ber 
tween ,5:00 and 6:00 a.m. and 76% 
go to bed between 10:00 and 11:00 
p.m. During the winter 78' t gel up 
between 6:30 and 7:30 a.m. and 67% 
go to bed between 10:00 and 11:00 
p.m. 



Tire firm uses radio 
CFCV, Charlottetown. P.E.I. : O.K. 
Rubber \^Vlders built a thriving tire 
re<a|)ping business within six months 
putting 99''( of its ail budget on radio 
and all on CFCY. 



Tip.s- to U.S. atlvertisers 

CJOY. Guelph. Ont.: \V. Slatter, sta- 
tion manager, passes on these tips 
about Canadian radio: ''Regarding Ca- 
nadian radio from an American adver- 
li.-^r's standpoint, these points are 
w(trth noting. Flashes in Canada are 
onl\ 15 seconds in duration. We rje- 
cei\e them from the states running 20 
to 30 seconds. Further, on many oc- 
casions different cop\ should be pro- 
\ ided to sell the Canadian market in- 
stead of jnst location changes on .Amer- 
ican C()p\. Canadian cop\ with Ca- 
nadian announcers and pronunciations 
might, in main instances, do a better 
job." 



Caiindi<iri.« like gtu'ssing games 

CJLS. Yarmouth. X.S.: If the popular- 
itv of Casino- and Fiesta-type shows 
were not enough e\idence of the Ca- 
iindians" fascination with guessing rid- 
dles, here's more: CJL? ran a popular 
guessing j)rogram called Professor 
I Ponders. One night guessing activity 
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reached a high point when the Yar- 
mouth exchange clocked 1700 busy 
signals for the radio station during the 
15-ininute show. (There are 2500 sub- 
scribers to the exchange.) Some of the 
operators became hysterical and had 
to be removed from the board. The 
telephone company pleaded with the 
station, then warned. Finally, CJLS 
removed the show. 



Drug store Easter campaign 

CJOB, Winnipeg, Man.: Harman's 
drug store reluctantly tried an Easter 
campaign after a bad experience on ra- 
dio some years back. The store sched- 
uled 26 announcements from 10 to 17 
April. An Easter jingle from the CJOB 
library preceded each spot. Main item 
promoted was Laura Secord candies 
and store tied in to radio campaign 
with counter and window displays. Re- 
sult: stores sales were 10% higher than 
previous year, which was a top Easter 
sales year, and, for the first time in 
many years, Harman's sold out their 
complete sto<k of Laura Secord can- 
dies. 



Special campaign for radio sets 

CJOC, Lethbridge, Alta.: This south- 
ern Alberta station runs a special 
"Summertime is Radio Time ' cam- 
paign in May especially tailored for 
clearance of radio sets. The campaign 
consists of f 1 ) a full page daily news- 
paper ad for 13 days, (2) ads in 
12 weekly newspapers, (3) window 
streamers for dealers, whether or not 
they participate in campaign, (4) sum- 
mertime snack recipe folders, (5) spe- 
cial jingles to promote extra radios, 
portables and auto radios, (6) prize 
for dealer with best-dressed window 
and other promotional ideas. 

Radio moves rubber tires 

CKY» Winnipeg. Man.: Reluctant to 
believe radio could do a selling job 
on automobile tires, a local firm ran a 
test campaign using a daily 10-minute 
newscast followed by a five-minute 
sportscast. Ixi order to determine lis- 
tenership, a rubber tire ashtray was 
offered. The day immediately follow- 
ing the first broadcast 147 letters were 
received from 14 postal divisions in 
Manitoba. At the end of the first week 
of sponsorship the firm reported that 
the program had paid for itself in di- 
[ Please turn to page 142) 



IF YOU HAVE 
THE GOODS 

CHRC 

HAS THE BUYERS 
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Coverage: 250,000 

French radio homes. 

For availabilit'ies and rates, 

write, phone or wire our 

representatives: 

CANADA: Jos. A. Hardy 
& Co., Ltd. U.S.A.: 
Adam J. Young Jr., Inc. 



LEADER 

N EVERY SURVEY 

EARLY MORNING ... LATE EVENING 
CAR RADIO «OUT OF HOME 

• B.B.M. 






THE SHOWMANSHIP STATION 
HAMILTON — CANADA 

REPRESENTATIVES: 
Stephens & Towndrow, Toronto Adam J. Young Jr., Inc., U.S.A. 

National Broadcast Sales, Montreal John N. Hunt Assoc., Vancouver 
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TV DICTIONARY 

('ontiiiiii'd ji out pii^i' 1 \ I 

FAST MOTION Speed the film through 
the camera in slower than the stand- 
ard rate, resulting in action appear- 
ing faster than normal when the film 
i.s projected at the standard rate. (See 
Slow Motion.' 

FAT Meaning to have sure-fire jokes, 
easy lines to deliver, or simple sound 
effects. 

FAVORING SHOT A close shot where 
two or more actors appear and one is 
favored. 

FCC Federal Communications Com- 
mission. Federal authority which li- 
censes tv and radio stations, assigns 
channels and frequencies. 

FEARLESS DOLLY Flexible motion- 
picture boom-type dolly, offering lim- 
ited elevation of camera on short 
boom. A trade name. 

FEDERAL TRADE COMMISSION A gov- 
ernmental agency appointed by the 
President to prevent unfair methods 
of commerce, to aid in enforcing anti- 
trust laws and to investigate business 
practice and management. 

FEED To transmit a tv show to sta- 
tions or groups of stations. 

FEED BACK The squeal or howl re- 
sulting from accidentally closing the 
inbound and outbound ends of an elec- 
trical circuit, or from an improper 
mike setup. 

FIDELITY The exactness with which a 
television or radio transmission system 
reproduces sound or picture on the 
receiver. 




FIELD <1) Program- wise: Area of set 
or scene covered by the camera as seen 
on the receiver lube, depending on the 
type of lens and distance of the cam- 
era from the scene. <2) Refers to one 
.set of scanning lines making up a part 
of the final picture. In present stand- 
ards pictures are transmitted in two 
fields of alternating lines which are 
interlaced to form a 525-line picture 
At the rate of 30 complete pictures or 
frames per second. 



FIELD PICKUP or REMOTE The trans- 
mission of out-of-studio events by a 
mobile unit and cameras. (See Memo.) 

FIELD SEQUENTIAL SYSTEM The in- 
compatible or non-compatible color tv 
system originally approved in 1950 by 
the FCC. Rejected later for the Com- 
patible color system. <See special Col- 
or Section. 1 

FILL Cue to insert added material. 

FILLER LIGHTS, FILL LIGHTS, FILL INS 
or FILLS Subsidiary lights used to fill 
in shadows; lights to build up shadow 
illumination. Ratio of key light to 
filler light establisnes the lignting con- 
trast of a scene. 

FILL-IN LIGHT Spots or lights used to 
soften shadows; about half the inten- 
sity of the main or key light. 

FILM (DA flexible transparent sup- 
port coated with a light sensitive emul- 
sion. (2) A processed strip of such 
material containing a series of photo- 
graphic images. (3) A motion picture. 

FILM BIN Large container used for 
unrolling film while cleaning or edit- 
ing. 

FILM CAMERA CHAIN Complete se- 
ries of equipment used to present 
films on television, consisting of icono- 
scope camera, camera control and 
shading desk and one or more projec- 
tors. Frequently a slide projector is 
mounted beside the film projector so 
that station announcement slides may 
be shown over same circuit. 

FILM CEMENT Solution of acetone or 
acetate painted on scraped celluloid to 
join two sections of film. 

FILM CLIP A film sequence inserted 
into a live telecast or integrated with 
live action. Or a short length of film 
cut from a longer sequence. Also stock- 
shot, or library shot. 

FILM COLOR (See special Color Sec- 
tion.) 

FILM COMMERCIAL Advertising mes- 
sage placed on film for projection over 
the film facilities of television station. 
(See SAG Rates.) 

FILM CUE Perforation in film to in- 
dicate a time remaining. 

FILM HORSE Shaped like a towel 
horse; on its horizontal bars are head- 
less nails for hanging film while edit- 
ing. 

FILM GATE Opening in front of pro- 
jector or camera lens across which the 
scene or film passes as it is exposed or 
telecast. Also called picture gate. 

FILM INFORMATION Sixteen mm 
films: 40 frames in each 16 mm foot 
of film (1440 frames per minute of 
film). Projection time at sound speed 



for this is slightly over one and a quar- 
ter seconds. No scene should be short- 
er than a foot unless for special ef- 
fects. Photograph and project at 24 
feet per minute or 16 frames per sec- 
ond. To figure film footage for titles, 
allow one word per 12 frames or pic- 
tures. Average length for fades 48 
frames or pictures; allow 48 frames 
for lap dissolves. Takes three minutes 
to warm up 16 mm projector. Eight- 
second roll cues are necessary on 16 
mm sound film. Average word allow- 
ance for non-technical subjects on 
16 mm film is four words per foot^ 
Voice must be two seconds shorter 
than the action. 



FILM STRIP A sequence of several 35 
mm frames shown individually. .Also 
called slides. 




FILTER A sound effect used to give a 
voice or sound a quality different from 
the normal studio sound, such as a 
voice heard from a distance, over a 
telephone, or the sound of a radio. 

FILTER MIKE Microphone rigged to 
give special effect of voice coming 
through telephone receiver or other 
varied effects. 

FILTERS Tv lens filters used to elimi- 
nate or reduce glare, or a portion of 
light spectrum. 

FINDER A camera device, adjustibl'e 
while the film is being exposed, to 
show what field the lens is cutting. 

FIRE UP Direction to film man to 
warm up projector. Takes approxi- 
mately three minutes for 16 mm, five 
minutes for a 35 mm. An eight-second 
roll cue is necessarj' on 16 ram sound 
film. Faster roll cues are possible on 
35 mm sound and all silent film. 

FIRST-GENERATION DUPE A reverse 
print made from a reverse original, 
used to produce other prints known £is 
second-generation dupes. 

FISH BOWL The clients' observation 
booth with tv monitors sometimes 
overlooking the tv studio. 

FISH HIM OUT Slang for send the 
boom down to pick up sound, but don't 
get boom or mike in picture. 

FIXATION Directing and focusing the 
eye or both eyes upon a certain point, 

FIXED INSTALLATION Permanent set 
such as kitchen, newsroom. 

{Please turn to pa§e 114) 
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SPONSOR 




EVERYONE AT WDAY-TV 

LOVES THE TAX ASSESSOR! 




WDAY-TV IS THE 
ONLY TV STATION 
WITHIN 50 MILES 
OF FARGOI 



Ordinarily you catch us billing and 
cooing with the Tax Assessor about as 
often as you see us playing around with 
a bimcli of wildcats. . . . 

This year it's different. In May we 
asked the City Assessor if he could 
check Fargo's Personal Property Tax 
rolls and tell us the number of tele- 
vision sets in Fargo. Nobody lies to 
increase his taxes! And 65.5% of all 
Fargo families told the Assessor they 



own television sets! And remember, 
that was back in May, 1954 — less than 
a year after we went on the air! 

We do a pretty fancy job in the rest of 
our coverage area, too. Twenty mile^ 
from Fargo the TV saturation is 52% 
fifty miles away it's 28% — and seventy 
miles away it's almost 20%! 

Ask Free & Peters for all the facts on 
WDAY-TV— the on/y TV station in the 
rich Red River Vallev. 




WDAY-TV 

FARGO, N. D. • CHANNEL 6 

Affiliated with NBC • CBS • ABC 

FREE & PETERS, INC., Exclusive National Representatives 



B AUGUST 1954 
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here's a king size market 



The tobacco industry is 'king size' in the Prosperous Piedmont. 
T'lanter and producer combine to make the Piedmont section of North 
Carolina and Virginia the world's largest producer of tobacco and tobacco 
products. 

Payrolls are 'king size' too. The 1,700,000 people reached by 
WFMY-TV spend two billion dollars each year. They make up a lucra- 
tive agricultural-industrial region that is one of the top television markets 
in the nation. Only WFMY-TV reaches this entire Prosperous Piedmont. 

To get 'king size' sales in this 'king size' market, call your H-R-P 
man today. 



uifmij-tv 





Basic Affiliate 



GREENSBORO, N. C. 

Repreienfed by 
Harrington, Righter & Parsons, Inc. 
New York — Chicago — San Francisco 




106 



SPONSOR 



Iljlj Nighttime 23 August 1954 
SUNDAY MONDAY 



TV COMPARAGRAPH OF NETWORK PROGRAMS 



i^ighttime 23 August 1954 
FRIDAY SATURDAY 
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KEY TO THE GREAT WHEELING MARKET 



Steubenville • Pittsburgh ■ Youngstown ■ Canton 

THE BIGGEST BUY IN TV TODAY 

1,083,000 TV homes for the price of 399,400!" 



**S4.4% of Wheeling's entire viewing 
audience saw the June 13 Cleveland-Boston 
boll game an WSTV-TV, 

**S8% of Wheeling's survey respond- 
ents law Senator McCailhy's Senate Investi- 
gating Committee Heatings on WSTV-TV. And 
the percentage was even higher— 74 % —in the 
combined Wheeling-Steubenville area. 

Be realistic! Don't limit your thinking about 
WSTV-TV'i cxtfaordinoiy coverage. The clear 
signal of this station extends for beyond 
Steubenville — blankets the rich Wheeling mor- 
kei — pervacci me 'th largest marJtet in the 
country; induitriol Pittsburgh and nearby Canton 
ond Youngstown, Yet you pay for only a frac- 
tion of v/hot you geil 



STEUBENVILLE-WHEELING 

ANOTHER AVERY KNODEL DEPDESENTEO STATION 




NOW! 
FULL POWER 

(230.500 Wall,) 

from our 
881 ft. 
MOUNTAIN-IOP 
\ TOWER 



(2.041 II. 
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TV COMPARAGRAPH OF r^ETWORK PROGRAMS 



I m e 



^tSE FOR DEPENDABILITY 

Now AUDIENCE COMPOSITION 

added to U.S. Pulse TV as a ''plus" 
— and at no extra charge 
to Pulse subscribers 



Beginning with the Fall issues, U.S. Pulse TV 
will corry complete oudience composition 
data as a regular monthly feature. 

With ihe kmd of money that is involved in 
today's TV program and time decisions, this 
kind of information becomes well nigh jq-, 
valuable. 



"llt)\\' iujnr\ nii'fr, w'niiicii. I'liililioii, loi'iirimTs?"^ 
More lliiiii /iiiiii:iiinl (Iccisiiiiis ilc|H'tii| mi kimw- 
iim. iiiit i.nii'ssiiiLr. 

Villi liiivi' llic I'mts III Aoiir rni.i;crli|is with I'.S, 
I'iiIm- — iit'ciiriili', lip Idflntc — mid liikcii I'linii 
1111 r 1 17. lion siiitipli' dT rniuilii'fi iiiti'i \ iinvml in 
llicir iiitiiH's. Dijlii ol' iiiip;iriilioloi| siiitisin ill af^^- 
iMirticv. 

I'lilsf liris loiiK lii'cii Uiiiiwii !is tlu' iuiliisl I V .s su'lr 
smirci' ol' iiciiiiiili' priiKi'iiiii I'ninpitsiiiiiii il;it)i. 
Olilv I'iiIm' i^ I'lpiippn] III yet il. At rniisidoi'lllilr 
I'xtiii cNpi'iisi' 1(1 i'ulsi'. hill iiol line pi-iniy cxii'ii 
I'lir siilisrribei's. Iliis viliil iiiroriiiiitiDii is jinrl nf 
yniir s\il)Sfrij)linii Id T.S. I'iiIsg T\'. 

Jhivo \()ii I'NJiiiiiiicd riM't'l'iiily, imt jus! "Imiki'd 
ill" llic r.S. i'ulsi' 'r\' .' liicliiilcs spcciiil lilnis 
seel inn. loo ! ( 'oiirtrsN iiiiiv On I'l'ipu'st — jiisl 
^vril'' or plmm'. 



This month throughout the U.S., 117,000 homes ore 
being interviewed for next month's "U.S. Pulsq TV" 



August 1954 



SATURDAY 
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URBAN COVERAGE 



PULSE, Inc.. /,) IPi'sr '16th Sl. A'cid yorli :i6 
Telephonr' Jmlson 6-3316 
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NOW. WFAA-TV in Pallas is Ihe 




ST POWERFUL 



STATIO 



ALL TEXAS! 





Now . . . with 274,000 watts video effective 
ted power* . . . WFAA-TV is the most powerful VHF 
station in the Southwest — including Texas, 
Oklahoma, Arkansas, Louisiana and New Mexico! 

•Effective Sep*. 26, 1954 

This means 69^ greater grade A coverage — 
dds half a million people to WFAA-TV's grade A 

contour! It means greater penetration 
of the 29-county WFAA-T\' Market - the largest 
concentration of poiiulation, wealth and 
television homes in Texas! And it means a 
greater response from your advertising 
presented on WFAA-TV! 

S^RV/NG 398,000 TV HOMES 

(WFAA-TV Research Dept., July I, 1954; 



RALPH NIMMONS, Station Manager 
EDWARD PEIRY & CO., National Representative 

Television Service of The Dallos Morr^ing News 




WFAA-TV 



D A L L 

NBC - ABC • 



A S 

D U M O N T 



SOON... even GREATER aervice 

for Texp^' GREATEST Market 

Now under construction — ^^TAA-T^^'s new 1,521- 
foot tower which will blanket the greater DALLAS-Ft. Worth 
market area with 316,000 watts. Coming SOOX! 



NBC 




ABC 



D u M O N T 



WFAA-TV 



DALLAS 
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FIXING Process of removing residual 
.-.ilver halides from a developed film to 
rt'nder the imaue permanent. In the 
process of fixation, films are treated 
to preserve and harden this image. 

FLACK The publieity writer for tv 
talent, show. 

FLAG A small Gobo. (See Gobo.) 

FLANGE A spool reel with both sides 
omitted .so the film (usually commer- 
cials) wound on it may be removed in 
a roll for storage. 

FLARE Bright refleetion flashing as a 
light from a mirror, usually from shiny 
applianees. Pieked up by eamera, flare 
usually ereales an unwanted blaeked- 
out sploteh in the pieture. Can be 
eliminated either by powdering or wax- 
ing applianee and sometimes by chang- 
ing the angle of shooting. 

FLASH An extremely short tv seene. 

FLASH BACK Or cutback or extract 
from earlier action. To return to a 
previously shown action. 

FLAT (1) Lack of contrast in a tv 
picture or telecast film. (2) A board 
or other surface used in set construc- 
tion: also referred to as a two-fold or 
three-fold flat depending on the num- 
ber of folding wings on it. 

FLAT LIGHTING Lighting a scene or 
set with over-all brightness which does 
not provide any highlights or contrast 
or modeling of the stage or actors. 
Usually poor technique. 

FLAT-PAINTED Lettering or artwork 
to be used, that is, not cutout or in 
relief. 

FLICK Page-turning method of 
change-over from one Balop to an- 
other. 

FLICKER Fluctuations in the over-all 
brightness of pictures. Not encoun- 
tered in normal television operations. 

FLIES Space above the studio or stage 
extending from the top of the settmg 
to the roof, housing the grid, flying 
apparatus, stationary drop mikes and 
lights. 

FLIP Command to turn to next card 
on easel shots. 

FLIPOVER WIPE A wipe in which the 
image appears to turn over, revealing 
another image on the "back." the axis 
of rotation being either vertical or 
horizontal. 

FLIP-STAND A rack for holding a se- 
ries of cards, titles or photographs 
which can be shown in sequence by 
cither flipping them forward thus ex- 
posing the text tmder card, or drop- 
ping each card down in sequence after 
in has been seen. Another method is 
to have the cards "pulled" or removed 



by hand from the stack. If a cover or 
hood is placed over the flip-stand to 
control the amount of light it is some- 
times called a "hod." 

FLOAT Movable painted or wall-pa- 
pered flat separated from the main set, 
provided by the art director to match 
with the other walls of the set. Also 
called a floater. 

FLOOD or SCOOP Any light u.scd to 
illuminate wide areas, usually a kleig 
light or 5 kw. 

FLOOD LIGHTING Focusing full bril- 
liance of ceiling and spotlights on 
scene. A lighting similar to flat light- 
ing where flatness of light is not sup- 
posed to spoil detail. 

FLOOR Word refering to the studio, 
as, the floor of the studio or stage. 

FLOOR MANAGER or STAGE MANAGER 

Director's link with talent during 
show. Official on the floor of the tele- 
vision studio who, under the eye of the 
director, supervises production while a 
program is telecast and relays direc- 
tions to various personnel. 

FLOOR PLAN Scaled print or plan of 
studio or stage upon which are marked 
the location of walls, settings, door- 
ways, sound effects, working areas. 
This floor plan is a prerequisite to all 
developments and is used by the pro- 
ducer-director to plot action, camera 
shots and business prior to rehearsals 
in the actual setting. 




FLUFF or BEARD Any mistake, action, 
word or phrase accidentally included 
or in any way distort?d. resulting in 
an imperfect sound or picture. 

FILM LIBRARY Organized body of film 
possessed by a station, correlated by a 
reference and cross-index system. 

FILM LOOP A short piece of motion 
pieture film spliced end to end to form 
a loop which is threaded on a projector 
and run continuously during a show so 
it can be brought into the pieture se- 
quence as desired. Usually used to es- 
tablish locale or maintain montage ef- 
fect. Also called a cyclic film. 

FILM PICKUP Electronic transmission 
of motion pictures from 16 or 35 mm 
films by means of television. 



FILM PROCESSING (1) The negative 
in the eamera which when developed 
is called the master or original. (2) A 
master copy of the original is used for 
malting other prints since the master 
is valuable and impossible to replace. 
<3) Work print used with the copy 
negative for cutting and editing and 
for scoring the picture with music or 
sound. 

FILM SEQUENCE <1) That portion of 
a telecast made up of various motion- 
picture scenes. '2) In motion pictures 
the relation of various views of a scene 
which build into an incident climax. 

SINGLE SYSTEM Sound is piped into 
the camera and is recorded on the 
same film as the imagf. (See Double 
System.) 

FLUORESCENT BANKS A type of "cold" 
light used in the television studio for 
flat or fill light. 

FLUORESCENT LIGHT Mercury-vapor 
tubes coated inside with one of a num- 
ber of materials which fluoresce or 
glow when exposed to the discharge 
inside a mercury-vapor tube. Used in 
tv as flat fill or balancing light. 

FLUTTERING Unsteady images on 
filmed show usually caused by buckled 
film in projector of poorly developed 
print. 

FLY To pull above the set the hghts, 
scenery or properties in order to facili- 
tate camera shots, shifting or storage. 

FLY IT Any suspended microphone or 
drop. 

FM — FREQUENCY MODULATION Oppo- 
site of am on radio sound; way of 
combining the sound with the video 
carrier wave. The sound part of tele- 
vision is carried on fm; when used 
properly fm has less static and can 
transmit a greater (wider) audio band 
than am. (See Band.) 

F NUMBER A number denoting the 
geometrical determination of lens 
speed. Determined by dividing the fo- 
cal length of the lens by its effective 
aperature. 

FOCAL LENGTH The distance of the 
focus from the surface of a lens from 
its optical center. The greater the fo- 
cal length of a lens, the greater its 
telescopic quality. 

FOCUS The point where the rays of 
light passing through a lens meet and 
form an image. In tv, focus is accom- 
plished electrically within the camera 
as well as with the lens which is in 
front of the camera tube. 

FOCUSING BOARD Board with differ- 
ent sizes of type on it, held a certain 
distance from the camera so the cam- 
era focus can be checked. 

FOGGING Density on film erased 
chemically or by improper exposure to 
air or light outside the camera. 
(Tit hi' coiif iiiiicrf ht iu».vl isstii') 
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A la carte 

Think of the range of choice film offes^. For with film 
you can select clips from libraries containing millions of feet. And film clips 
wisely inserted, help change pace, set new scenes without expensive 
location shots . . . thereby help spark "live" shows, help cut 

costs everywhere. They are available on nearly every 
conceivable subject through commercial film libraries 
" ... and made on EASTMAN FILM. 




For complete mfornfation, write td: 
I Motion Picture Film Department 

1^ Eastman Kodak Company 

i Rochester 4, N.Y. 

Jm rasi Coast Division 

K 342 Madison Avenue 

^ New York 17, N.Y. 

West Coosl Division 
6706 Sonlo Monica Blvd. 
Hollywood 38, Califamia 

Midwest Division 

137 North Wabash Avenue 

Chicago 2, Illinois - 

Agent* fSr the distribution ond^sple of 
Eastman Professional Motion PJcfwre 
Films 

W. J. German, Ihr. 

Fort Lee, N. J.; Chicago, Jll.; 
Hollywooii, CjBlif. I 



NOW, more than ever...QUAUTY COUNTS 




in the 
East. 



. . . it s 




•1 




The superior 

QUALITY CONTROL consistently maintained 
by MOViELAB on all film processing assignments has earned 
it the jealously-guarded reputation of being the "QUALITY 
LABORATORY" in the east. 

More producers, cameramen and technicians throughout 
the east put their trust into Movielab's "KNOW-HOW" and 
"personalized service" than any other. 

Get to know Movielab— for this is the standard by which 
all film processing is judged. 



SERVICES 




MOVIELAB FILM LABORATORIES, INC 

819 West 54th Street. New York 19, N. Y. JUdson 6-0360 



TVB FORMED 

(Continued from page 391 

l\. McCollough, of tlie Steiimiaii Sta- 
tion> will) i.- cliainnaii of the NAKTB 
tv lioartl and Richard A. Moore, of 
KI IV. Lo.s Angelpp, acting chairman 
of the Tx AH. Others at the meeting: 
Caniphcll Arnoux. \\TAi{-TV. Nor- 
folk, Va.: Kenneth 1.. Carter. WAA.M. 
Baltimore: iJoger W. Clipj). WFIL-TV. 
Philadelphia: Merle 5. Jones. CHS: L. 

oger.-. \\'SAZ-T\ , Huntington. W. 
\a.: W. I). Rogers Jr.. KDrB-TV. 
Ruhi)0(k. Tex.; !lenr\ \V. Slavick. 
W \ICT, Memphis: George B. Slorer 
Jr.. .Slorer liroadcasling Co. 

'I he coniniillee will meet again in 
Chicago 30 August where it will hegin 
to funelioH as the leiuporarx hoard i/f 
directors of T\ B. It"? expected bv 
that lime that ihe merger agreement 
will ha\e hceii ratified hy the NAIiTB's 
telex i^ion 1 oard of dirci tors and lh€ 
executive < ommiltee of the T\ AB. 

High up in priority for the TvB 
board is ^elpctio^ of a top indu-tr\ 
leader as president. Salary w ill fall in 
the .?35-S5U,0(in range. The first xear's' 
l)udget will be about S400i)00. l)ased 
oil dues from the 183 stations which 
ha\e alread) indicated the\ will be- 
come members. Stations will pa\ 
nioiithlx dues ha?ed on their highest 
pul lished quarter-hour non-network 
rates. Both Iv stations and network-^ 
are eligible for active inenihership but 
basis for network dues had not been 
set at si'ONSOK s presstinie. Associate 
member.-liip will lie available to repre- 
sentalixes ami others to be decided on 
In tlie board. 

I\B will seek to promote tele\1- 
sioii among advertisers ajid agencies 
through a broad variety of selling 
nietluxb. In the process it will prob- 
abb >er\e ndnien as a clearing house 
which the\ can turn to for tv facts. 
/\s blueprinted now TvB will: 

1. Build a tv presentation covering 
the atbanlages of all forms of tele\i- 
sion and di^lrilnile it to adxertisers. 
ngeii<"ies and trade associalionS as w tll 
as it> own membership. 

2. Assemble and distribute fact* arfd 
figures on telex ision'-^ impact, includ- 
ing local, regional and national spot 
ca>e lii-tories. 

3. Hold regional clinics for adxer^ 
li-ers and agencies. 

I. Make personal presentations to 
aacncier- and athertisers. This will in- 



i 
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. * « tell it where they^re waiting for you! 



WHAiM-TV's long-estabHshed. LOCAL PROGRAM audiences, WIIAM-TV's live 
cameras, ample studios, and seasoned staff (we started in '49!) offer participation sponsors 
the best facilities and best local programming in Rochester. If you want to tap a Number 
One Test Market with the magic of local-show loyalty, buy the station that offers you the 
most for )our advertising dollar. 



MATINEE FEATURE IMOMES 
For example: 1:30-3:00 P.M. DAILY 

The dominant daytime attraction in 
llochester TV, with ARB ratings from 
12.2 up to 21.1. Participation minutes, 
hve or fdin, S60.00 less discounts. For 
more information, call the nearest office 
of IIOLLINGBERY. 



WHAM-TV 



ROCHESTER, N. Y.'s FIRST STATION 
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i>r iiclwdrk iis the < ;i-e iii;t\ he. 

Maintain (<)nl;i<l \silli trade a>- 
-u< i;iti<ni* to |H"(tni()t(' telex i>ruii. 

(». "^eek nut niid m'II a(l\eiliM'r> not 
now ir>iM;; telex i>iuii. 

7. Make >|»ee< hi'* iuid otliei >ta{!ed 
(leiiiiin-t rations of l\ > elTectix eiie>r. 

o. (ioirdiirl (lir<"et mail eanipai|ins to 
indii-tric-. 

TxM x\ill aUo fiixc it> tnenihers a 
xaiietx of ^elliim ;iiil> iiicliidinj.' a re<r- 
nlar Miailiiiji prox idiiifi sale> idca^; re- 



gional Uork^liop nieelinf:>: a telex i>ion 
*ale> niaiiiial for local >elliii<:: a card 
file of cu-o]) arrangement* and dealer 
allowanie- <if national adxertiM-r-; a 
training; course for telex i-ion salesmen. 

i he Tx L> will wurk < h»elx with an- 
other new telex isiun ])roje( t emerffinji 
under \ \K 115 >]<unMjrshi]>. This is the 
lelexi^ion \ndit (Circulation I TACi. 
rur|jo-e of I AC i.- to jjroxide a na- 
tional sill X ex of telex isioii -ct- and sta- 
tion ( irciilation. Like Tx H the set- 
eouiitinji liodx will he indepeiKh-nt of 
N\I{IH. Figures it provider; will he 



an important part of Txl) pioniolion 
thcnigh the two will j)rohahl\ function 
a> ~c])arate organizations. TAG hired 
I'olitz re( entlx to make a jjreliminarx 
stiidx of ( irculatioii tnea^ureiiient tecli- 
iii(|ue.-. An actual national set < omit 
max Come hx next sjjring. 

\ jjeriodie census of telexisiou set- 
was high uj) on the list of data adntefi 
told SPONSOR thex would like to see 
furnished to them hx the indu.strx 
when IxAMs formation was an- 
nounced this -])ring. Other ])roje< Is 
wlii( li admen hojjed to sec the indu*- 
tr\ work out in< lude; 

• Some means of furnishing data on 
dollars expended in s]>ot telex i-ion. 
'I here is at present no industrx source 
of dollar exjienditure figure- in S]j«M 
television lor sjjot radicji. A jjrixate 
serxi<ei N. C. Korahaitgh, furiiishe* 

i- ricar that the aiufieiicc lias 
d«'l«'riiiiii«'<I jioiiil of xicw on program 
except that thev -haU lie well done and 
pleasing. It rep«)-es complete ronfi- 
deiirc ill the station- it faxor- and that 
coiifKlenee is based upon the realiz^ition 
that if certain proftranis fail t«i please, 
oilier procranis ihat fill the needs of 
the nionieiit nia> he easilv found Ity 
Ixtistin^ a dial. The aiidieiire trusts 
broadcasters to think for it: it has dem- 
onstrated its roiiiplete satisfaction with 
hroadrasting as it is. for oxer .30 jear-. 
and it has resistetl e\er\ efTori «if those 
mIk) insist that some other system wonid 
he more sati-f actorv.** 

CAHL HAVEKMN 
/'re> if/en/ 
mil. Ae.c lorA 

*★★♦★*** 

dollar figures on spot tx expenditure- 
oii a sjiectal subscription basi< coxcr- 
ing products of the major soap com- 
panies. 

• Special audience data which pro- 
X ides breakdown- hx >-ex. age. socio- 
economic statu?, 

• \ tool xxhich <()uld he used for rap- 
id estimates of spot telex ision costs. 

• \ iiioxemeiit to slandarrlize telexi- 
siou rale card- U> make buxing -inu 
pier. 

Admen, of course, are anxious tv 
gel a- iiiu< h help as the\ can from llie 
iilduslrx as quicklx as possible. But 
the actual number of projects whi<h 
Tx B can embark upon at oin e i- lim- 
ited hx the need to j)Ut together a func- 
tioning organization. \t least some of 
the aids admen xxaiil. howexer. should 
be hilling the mail boxes lale llii* fall 
and winter, * * * 




• Represenlea by JOHN BLAIR 



118 



SPONSOR 



KOLH-TV 



GIVES YOU 



LINCOLN-LAND 

Nebraska's Other Big Market! 



The map below shows Lincoln-Land 34 counties 

with 182,982 families. (The city population of Lin- 
coln is more than 100,000 people — in the same 
bracket with Topeka, Kan.; Lancaster, Pa.; Columbia, 
S. C; or Madison, Wis.) 



Actually, the KOLN-TV tower is 75 miles from 
Omaha; Lincoln is 58 miles. With our 1000-foot 
tower and 316,000 watts on Channel 10, KOLN-TV 
reaches over 100,000 families who cannot be dupli- 
cated by any other station. 



CHANNEL 10 
316,000 WATTS 



(/ 

WKZO — KALAMAZOO 

WKZO-TV — GRAND RAPIDS KALAMAZOO 

WJEF — GRAND RAPIDS 

WJEF-FM — GRAND RAPIDS-KALAMAZOO 

KOLN — LINCOLN, NEBRASKA 

KOLN-TV — LINCOLN. NEBRASKA 

AffociAted with 
WMBD — PEORIA. ILLINOIS 



• DUMONT 



Avery-Knodel, Inc. 
Exclusive National kepresentatives 




23 AUGUST 1954 
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like shootinq fisK 

in a barrel 



"How can you miss?" With coverage that 
reaches 429,000 families and a phenome- 
nal share of audience, established VHF 
WTAR-TV not only blankets America's 25th 
market, but the eastern half of Virginia (in- 
cluding Richmond) and all of northeastern 
North Carolina. Selling in America's Miracle 
Market gets to be more of ''a snap" every- 
day. 





channel 3 
NORFO LK 



fiCPRCSENTEO BY COWARD PETBY a CO INC 



RADIO IS S.S.S. TONIC 

{Continued from page 35) 

ic users, hroughl to light that "the ton- 
ic market was more general than one 
would supj)()se," in Tad MowerV 
w ords. 

Another finding of the survey was 
that most of the tonic users stated that 
they were prompted to buy the medi- 
cines \ ia hearing commercials for thern 
on the radio. Here was a clear, un- 
mistakable indication of the path S.S.S. 
would do well to follow. Not only was 
radio the chief motivator of tonic bu\* 
ers, hut it so happened that the market 
areas |)ointed out by Xielsen as being 
the company's best bets could easiK 
be reached by radio. 

So the company and agency Henry J. 
Kaufman took SI. 000 and invested it in 
an initial radio test in the state of 
Virginia. Results were that sales went 
up in Virginia while they continued 
downward in the rest of the country. 
This was conclusive enough for the" 
sponsor and it was radio full steam 
ahead. (In addition, Lamar Swift, who 
previously had been in the theafre 
business for a number of years, re- 
called that he had used radio to draw 
jjatrons to movie houses at one time. 
Why couldn't it sell S.S.S., too. he, 
reasoned. ) 

The firm then launched schedules on 
about 70 selected stations in the South. 
It moved with especially heavy cam- 
paigns into markets where Hadacol 
had made its splash and gone on. It 
gradually expanded to other stations 
around the country, concentrating 
chiefly in its best "potential" areas. 

It worked out a time buying strateg) 
like this: It bought schedules on large 
power stations to get over-all, blanket 
coverage of a market. It selected lo- 
cal stations of a more specialized na- 
ture to reach specific segments of the 
population known to be tonic users: 
the Negro market, the rural market and 
special national groups in the larger 
cities such as Latin Americans. 

Commercials used are almost exclu 
sively one-minute announcements, most 
of them transcribed. Live copy, how- 
ever, is employed in foreign language 
pitches and on a few "personality -type 
participation shows. The company like? 
personality shows because they "seem 
to have a loyal local listenership,'' finds 
they are particularly effective when 
trying to reach the Negro or Latiiu 
American markets. In some cases, the 
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|i( l-(IIMllt\ (lcliM-|> lllc ilfllHIlllH f lllClll 

li\c. ill dtluM'. lie nun ta;; tlic tr;iii-< i 

IKIII. 

tiiiiic i>- for tlie "lilDod. ii\>\)f- 
titf .111(1 >-loiiiiH li.'' ci> iln- liilicl on tlic 
Imtlle' aiiiioiiiuc^. \ tNpical oiic-iiiiii- 
iiW ( niiiiiicn ial iuii» in part: 

"Did \(Ui CM'V >t(i|» and \\(»ii(Jfi wlu 
-■nuif fidk< feel \\<<ii(lcrfnl. full of life 
wliilc (»tli<T>- jusl nfX'i ^eeni up lo 
par .'' I lial'?- |ic< auM* llierc are loo 
iiiaiu |R'()|)lc ill this world >iill(riii'; 
finiii iron (l(*rii-iiMH \ aiR'iiiia. I li('\ 
jii*t (liafi armiiid. I li(*\ ri' listless, 
tired all tlic time, don't jid the most 
i>ut of life. \\ hat lli( \ dcarh ihhvI i- 
I unit . . . Vnicrica ~ favorite for 
<»\( r 12.^ \t'ars. ^ es. I hrcc-S Tonic 
( oiitaiiis froh. naliiral roots plus need- 
ed iron that actuall) hiiilds ritli red 
Idood. S.S.S. fonic will also perk iiji 
\(»ur appetite. If \ou lack pep and cii- 
erj:\ due to an iron defi* ieiic\ aiieiiiia. 
don't dclav ! Start takiiif; S.S.^. Tonic 
lodav .... 

\- for competition. S.S.S. slate> that 
it does have "main small coin|jetit()r> 
ill \ arious parts of the couiUrv . 1 lie?e. 
intere^tiii;j;l\ eiiougli. de|)eiid almost 
e\( lu>i\el\ on radio for llieir re-ulls. 



>av > tlie firm. \\ lu'-ir lladacol made 
its ra//ie-da//Ie a|)|»earaiice a few \ear> 
ajio. it. too. ein|)lo\ed radio aiiiioiince- 
menl^ in lieaw >aturation to soften 
up new maiket>. 

>-a)s lliat it> tonic lia> heen a 
>taii(laid item aiii(jn<i wholesale druji- 
■2i>ts for <)\er a < entur\. boasts that it 
lia> ranked as a "I'amiK favorite f()r 
(i\er 12.^ }ear~. ' Iddav it is. sold in 
of the druj; >tores in the nation. 

^.^.S. radid annouiiceinent-. as 
aforeiiientioiied. are aired on an all 
\ear- round hasis. while new^papers 
are u-ed sea«onall\ in the s|)ring and 
the fall to bolster ad\erti>inj; support 
durin;.' these jjeak sales perio<l>. The 
firm also run- limited M'hedule- in 
farm niafia/iiies and drujr trade majr- 
aziiies. uses almanacs (juite extensively 
to reach the rural |)0|nilalion. 

Ilapp) with lis air ex|)erienTc thus 
far. the com|)an\ is < urrentlv ie>liiijr 
t\ with a view to future use of the 
medium. Tests aie lakinji jjlace in 
Johnstown and 1 larrishurp. Pa., results 
will he coni|)are(l with sales results 
tliroufihout the Middle Atlantic terri- 
tor\. S.?.?. tablets ?liarp et|uall\ in 
the ad |)lans with the tonic. * * * 



YOGURT 

{Continued from pa^e 41) 

foreig:nd)orn |jO|julation and those in 
area>- where peo|jle were well traveled. 
L!olh groups, rea.-oned Zhjwe. would 
lia\e eaten \ogurt in Euro|je (where 
it's a> coiiiinon a> ice t ream I . 

Just getting a >tore to stock sogurf 
in lho.<e da\ s was a lough |)ro|jo~itioii. 
The stores that did -lock it. howe\ef. 
>old it. Dannoii -tarted compiling suc- 
cess .slorie."- from \arious small »tore- 
and delicate— en-. Then a Daniioii 
sale-man would call mi the manager of 
a chain store located near one of the 
independent-. He'd point out how the 
< haiii s c<jm|jetilor across the street wa- 
-elling \()gurt and u-uall\ end up w rit- 
ing an order for the chain .'^tore. W hen 
several stores in a chain would be car- 
r\ Ing \ogurt. the salesman would make 
a pitch lo the c hain's bu\er. urging 
that he stock Daimon in all the stores. 

B\ the end of Daiinon's fir>t \ear. 
two chains- were storking \ogurt- 
Cristede and Bohack. 

/\ dent had been made in the .\e\?f 
^ ork market. Now to move fa-t 
(|ulckl\ to build demand, to in< rea-e 



MAIL -SURVEYS 

OR 

POPULARITY POUS 

"Uncle Tom" Chase's Trail Time 
is First in the Omaha Area! 

33,628 Letters Poured into Trail Time 

(Juno 1, 1953-June 1, 1954) 

This tremendous mail pull is only one indication of Trail 
Time's popularity. 

LOOK AT THE RATINGS 

Trdil Time Other Sta. 

Pulse — May 1954 13.4 7.2 

Hooper — April 1954 13 9 

American Research 

Bureau — Feb. 1954 16.1 10.6 

READERS OF TV GUIDE RECENTLY VOTED TOM THE MOST POPULAR 
TV PERSONALITY IN THIS AREA. 

Trail Time con boost YOUR sales. Conlaci your Blair TV mon or 
WOW-TV sales manager, Fred Ebener. 



OMAHA • MAX. POWER'^ DUMONT • NBC-TV Aff. 
A MUEOmi STATION — HAII Vt.Up. 



Allilialed with "Idler Homel t Cardeni" and "Succeiilul Farming" Magaiinei. 
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personalities build 
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LISTENER LOYALTY 
PREDICATES 
ADVERTISING RESULTS 




WLS has long been noted for its station 
personality — and for the personalities 
on the station. One of those who is 
helping to build that reputation is . . . 

WOODY MERCER 

Woody Mercer is one of the newer members of the WLS 
staflf. But he s quickly proved his right to a top spot in a Star 
Studded group of National Barn Dance entertainers. 

Another native Arizona ranch boy, where he learned to sing 
in the natural style of the west, and the composer of some one 
hundred songs, Woody has been an immediate hit with WLS 
listeners. For instance: 

This summer he's been featured on an hour 
long, Monday thru Friday afternoon program. 
In three of the four quarter-hour periods, he's 
first in listenership in the Nielsen Chicago area 
according to the latest NRI report. 

In Woody Mercer, WLS has another star in the high tra- 
dition of the great personalities who have built WLS listener 
loyalty. A fine talent, an easy, casual manner, a genuine liking 
for people, combined with the sincerity that characterizes all 
WLS personalities, have already won for him the audience 
confidence and loyalty that always means Results for WLS 
advertisers. 
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CHICAGO 7 



CLEAR CHANNEL HOME OF THE NATIONAL BARN DANCE 
890 KILOCYCLES • 50.000 WAITS • ABC NETWORK 



SEE YOUR JOHN BLAIR MAN 



(li>tril)utioii. to jiel DaiiiiDii iiitit mure 
^■u[M»r iiKukfts. into irioi e cliaiii-. 

People w ho alrcad) knew al)oul \ o- 
fjurl, people wlio liati eaten it in Km ope 
were huxiiig Dainion ^ o<.'urt. Tlie big 
question: \\ lioni sliould Datnion try lo 
sell next? The answer: Food faddists. 
Peo|)le who were interested in nutri- 
tion. Peo|)le on diets. 

Reaching this next group wa>n t tOo 
hard. Dannon lujughl |)arli< ipations on 
The McCann I'ltre Food Hour on 
WOK. Thus it \va- that radio got 
Dainion's first ad\ertising money ap- 
propriated for any medium, outside 
the i)-o-p acUertising of the pre\ ious 
year. For Dannon's second year heavy 
p-o-p promotion was continued. And. 
just as it does today, the McCanu radio 
show was tied in with p-o-p material. 

The ZIowe Agenc) could ha\ e s-ought 
out a soijliistieated audience eager to 
try something new, exotic. Hut by 
using the .McCann program, Dannon 
Yogurt was introduced to a group of 
radio listeners who would he delighted 
to try a new food. The resulting sales 
records pio\'e(l ZIowe's media selection 
was smart. 

AlcCann's program served another 
purpose, though. It helped Dannon get 
better distribution. Now Dannon sales- 
men had something concrete to show 
store owners reticent to take on the 
yogurt line. Grocers knew that Mc- 
Cann and certain other food commen- 
tators had a hard core of fans who 
w ould buy whatever was recommended. 

Not long after buying participations 
on the McCann i)rogram Dannon also 
picked up announcements on Mar\ 
Margaret .McHvide's program (on 
WJZ. now \\^\RCl and on WQXR. 

Up to this i)oint in the history of 
\ogurt. part of the food's charm had 
been its tart, tangy taste. Tartness is 
fa\ored by Europeans, who frequently 
prefer a tart dessert rather than a 
sweet dessert. Yet Danon knew that 
many Americans would become more 
enthusiastic about \ognrt if it were 
sweetened. Hy 194.5 the first batch of 
sweetened yognrt \va* read\ . It con- 
tained pure strawberry preserves and 
was an immediate hit (it's still popu- 
lar). Production of plain j ngurt, of 
course, contiinied. 

Ry the end of the war. Dannon found 
ie(]uests for \ognrt connng from well 
be\ond the xNew York metropolitan 
area. The demand had been generated 
by the far-reaching radio announce- 
ments. Yet Dannon's New ^ ork dislri- 
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TELEVISION CORPORATION 

OTHER OFFICES: 

OEVEIAND: AMA: 
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They live 
on the 
Pacific Coasts 




Dom Lee IS Pacific Coast Radio 



. , . the only network designed for complete coverage of a great radio 
audience, I6V2 million people with an effective buying income that tops 
the national average by 18%. It's the nation's greatest regional network. 




Don Lee Broadcasting System 
Hollywood 28, California 

Represented nationally by 
H-R Representatives, Inc. 




AN 

to the Nation's 
Test Market! 

WIBC-TV 

Muncie . . . sometimes called Mid- 
dletown, U.S.A. . . . has been the 
notion's recognized test morket for 
years. Reoch this rich Muncie orea 
morket via WLBC-TV. 

^ 70.000 UHF sets (May 1954) 
^ 65% tuned to Channel 49 
^ $225 Base Rate 

All 4 networks 

Prcven Test Market 




CHANNEL 

49 



MUNCIE, INDIANA 
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Ijiitioi) .-till was sp<)tt\. For the roin- 
pain tu >er\ i» c an aroa icachiiifi out 
Iroiii 7-1 to 100 mile- Ix'Nond New 
^oi k. wliilc la( kiii<r ( <)iri|)lete di^lrilni- 
tioii ill tlir (it), would ha\c been too 
(•\|H'ii-i\ ('. 1 liercforp the he \ oiul- New 
^ ork radio coxcrajjc wa> largcK wa-lc 
circiilalioii >iiK(' the ( (Hiipain L-ouhln'l 

\ i< (* oiitKiii^ dcal<'r>. 

Media were auiiiii c\alualed. 

\\ lial llie coiupaiu needed was >o|id 
New ^ ork di>tril)Utioii. Hadio -tation-, 
ill 1910. didn't lia\e nierclia;idi>iM<' 
plan- >u( li a< the\ (jiTer toda\ . But 
new-paper> did. New -paper?. lie>ide> 
beinj; able to open door;- to more re- 
tail outlets through tlieir iiiercliandis' 
ing departments, had circulation which 
Daiinoii felt was more confined to New 
^ ork- -re-niting in le>?. waste circula- 
tion. 

1 he jnedia ehoif e to Dannon seemed 
Clear; l.eave radio for awhile, gel into 
new spa|jers. 

1 he newspaper ads a\eraged about 
two column- 1j\ 50 lines. No ad \va- 
bigger than t\\o column.- b\ 7.S line?. 
For the first two or three \ears the ads 
were in an editorial format and ?t\le 
but later changed to displa\ ads. 

Supjjlementing the si,\-\ear news- 
paper caiii|jaign were a great man\ 
inin(»r me<lia — pencils, baseball sched- 
ule-, matchbooks. sewing kits, other 
gimmicks. 

.Meanwhile. Oannoii bad been enjo\- 
ing unusual success with a direct mail 
campaign aimed at (btctors. The doc- 
tors were ofTeied coupon? worth from 
fi\ e to 10 <ents toward a container of 
\ogurt for themseKes or their patients 
and. Dannon reports, a great man\ ac- 
cepted the ofTer. The return on the 
mailings, in fact, averaged around 
lO'f (1'? or 2'"f in direct iiiail is con- 
sideved good). One cam|jaign had a 
return of over 11'^. l)aniion"s mail- 
ings to doctors consisted of jundi(j- 
size post cards. A |)re-|)aid |)ostcard 
in one corner could be sent in for the 
coupons. A? part of its campaign di- 
rected at doctors Dannon had booth- 
al state medical a>socialion meeting-. 

B\ 19.52 Dannon was again read\ to 
make \ ogurl history: it had perfe<led 
another sweetened \ognrt. The new 
lla\or \\a> orange, made from |)ure 
orange emu entrate. To announte it 
Dannon took it? fir-t plunge into tele- 
\i-ion. -igniiig for M) announcenienl- 
weeklv (Ml \\ OR.'l \ . Newspaper 
noiincenicnt- aUo were utilized. 

Mtliongli Dannon wa- a ielati\el\ 
-mall ( <)ni|ian\ to be u-ing New ^ ork 



l(de\ i.-ion. Zlowe wa« convinced its 
( ommercials had to be as good as tlie 
bigge-t tv spon-or. Zlowe insisted that 
Dannon film the best rominercials it 
wa- po.-sible to produce. 

Now Irwiii Zlowe recalls the coni» 
niercials a- being '"prett) expen^iAe fois 
u- — l)ut the\ paid off. ' 

Part of the e\|)ense was due to hir- 
ing .Martin llenr\. former Holhwood 
director, to direct the commercials. 
( The\ were ])roduced b\ \'ideo Pic 
Inre-. New York. I 

"And there was (|uite a cast of char- 
acters.' sa\s Zlowe. "NN'e wanted to 
show that all kinds of jieople eat \o-- 
gurt. >o we had to film a \ariet\ of 
t\pes busiiie-smen. housewives. « bib 
dren. truckdri\ers and so forth. 

"W e ca-( dozens of models and ac- 
tor* for eat h part before deciding ou 
whom we wanted. This all took time, 
was e\|jen-i\e, but gave us jjeople who 
looked exacth like the kind of jJeople 
we w ere tr\ ing to |Jortra\ in the conl-. 
mercial.-. 

■■Exj)ensi\e optical: — fade ins and 
out-, zooms, wipe- — als(j added to the 
|Jrodu<tion fee? but gave us a HolK- 
w ood t\ pe job. ' 

Zlowe s ad\ice to -mall advertiser*: 
"Don t s|)are ex|jense- iij making com- 
mercials: it'll pa\ oil. " 

With the acceptance of sweetened 
\ogurt Dannon decided to add one 
more flav or — \anilla. N'anilla i? by far 
the most |jo|)ular flavor in ice cream 
and. Dannon reasoned, would be jjopu- 
lar \ogurt. too. In January 195.3 va- 
nilla yogurt was introduced via the 
\\ OR-T\ schedule plus some new-- 
jiajjer advertisements. Trade announce- 
ments were run in Grocer Graphic (a 
[>aper distributed to New ^ ork food re- 
tailer- ) , 

Vanilla yogurt turned out to be ju-f, 
as su< ce>sful as the company had ex- 
pected. And with it.- introduction Dan- 
non had grown to the |)oint where .33 
refrigerated truck- ( |j1us a couple 
spare?! were whisking fresh \ognrt to 
cities several hundred niik^s from New 
\ ork Philadelphia. Baltimore. W ash- 
ington and other points. Furthermore 
in 19.52 the company had o|)ened a 
huge new modern plant in Long Is- 
land Citv . the large?t v ogurl |)lant in 
the L nited Stales. With increased ca 
pacit\ it was able to meet a nujclj 
greater demand. 

In ciirlv 19.53 Zlowe re-examined 
Dannon advertising, decided a change 
of iiietlia wa- necessar\. So the budget 

which had been dividetl betw.eeii tele- 
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^^hat can you do 
with $955? 



No doubt about it, $955 is a tidy sum of dough. Euoiigb 
to buy an extra ticket to Paris, say. Or to take 
a month's vacation after you arrive. 

Or make a beahhy down payment on 
a Chinchilla coat! 



3i WOAY, $955 will buy 13 half hours! 



WOAY, Oak Hill, is West Virginia's second most 
p powerful station! 

Its 1 0,000-watt signal covers 21 counties — 

delivers a total Nielsen audience of 102,200 radio 
homes ^ — * 

delivers an average daily Nielsen audience of 51,320 
radio homes! 

direct for availabilities. 



WOAY 

1 OAK HILL, WEST VIRGINIA 

Robert R. fhomas, Jr., Manager 
10,000 Watts AM-20,000 Watts FM 



WEST VIRGINIA STATION COVERAGE DETAIL 



Radio 

Homes 
in Area 


NCS Area 


No. of 
Coun- 
ties 


DAYTIME 


4-Week Cum. 


Weekly 


Average Day 


NCS Circ. 


%* 


NCS Circ. 


%* 


NCS Circ. 


%* 


20,370 


FAYETTE 




18,490 


90 


18,220 


89 


10,150 


49 


18,190 


GREEN8R1ER 




15,490 


85 


15,130 


83 


6,720 


36 


66,940 


KANAWHA 




10,310 


15 


7,180 


10 


4,410 


06 


14,570 


LEWI5 




3,110 


21 


2,280 


15 


1,680 


11 


18,260 


LOGAN 




2,780 


15 


1,960 


10 


1,020 


05 


19,440 


MERCER 




8,000 


41 


6,480 


33 


3,990 


20 


14,290 


NICHOLAS 




11,450 


80 


11,080 


77 


6,620 


46 


23,930 


RALEIGH 




20,220 


84 


19,610 


81 


8,540 


35 


12,290 


ROANE 




2,720 


22 


1,990 


16 


1,460 


11 


16,750 


WYOMING 




9,630 


57 


8,610 


51 


6,730 


40 


225,030 


10 TOTAL 


21 


102,200 




92,540 




51,320 





*=% of Radio Homes in Area 





in RESULTS 



Advtrtistrs txptritnet prevts "REX's" 
obility to product soits . . . tht most 
occurott mtoiuring stick of ony promo* 
tioiial f f fort. 

, , . in VIEWERSHIP 

WREX-TV is fovortd by vitwtrs In tho 
WREX.TV "Grodt A" ort« by bttttr 
than o 2 to I margin. This fact has 
btcn brought out in an txtaniivt viaw> 
trship survty Just rtctntly compittod. 
This dominant itadtrship rtsults in a far 
lowtr cost>p«r>thousand . . ^. making 
WREX-TV your "||ast buy". 

Servjn§ The Rockford'Madison Area 



i WREX-TV 

ROCKFORD . ILLINOIS 

NETWORK AFFILIATIONS nSj •ABC 



\ and iiL'\N>|)a|K*rb- was split Ito- 

luceii radio aiid lele\isioii. Air media 
^ol uO'^'f of tliR reapproprialcd budget. 
(li\idcd alxjut 5()-o0 between radio and 
\\ . The ri'nKiiniiijr 20'', went into 
|)oiiit-of-piit(liasi'. 

(Jiip of the big reasons for rcturniiij: 
to air iiit'tlia: Xb'rcbandi'^ing plan* of- 
fered b\ tbe radio and tv station-, an 
innovation siiux* IJainioii - pre\ ious air 
a(l\ ertisiii<; in the mid- -JO"?. 

Daiinon did more tlian change its 
appropriation in 1953. It also t-hanged 
its time bu\ing strategy . During I9.'i2 
and the first quarter of 1953 Daimon 
Miuglit as big a eross-seetion of audi- 
ence as possible on W OR-T\ . It 
bought annoum ernents next t« c liib 
dren's shows, home ec programs., 
sports ^hows, dramatic programs, spe- 
cial events, musical programs. 

Starting in April 1953. however, its 
M hedule of participation announce- 
ments reached a slightly smaller cros^-- 
scction of \ev\' York listeners, but it 
1 cached prospects in that group more 
often. This strategy ha- been used 
ever since. 

At the Zlowe Co., .Milton Sutton, 
agency copy chief, writes most of the 
Daimon cop\. '"We never use higb 
pressure stull,"' he told SPONSOR. "We 
never exaggerate claims. All we ask i- 
that the listener try vogurt — just try ft 
once." 

A typical commercial, whicb recent- 
ly was on the Tex & Jinx television 
show, went like this I only a portion 
of the audio is reproduced I : 

Jinx: ] want to talk to you about a 
personal entliusiasm of mine — Dannon 
Yogurt. It seems to me that there are 
two kind- of people. Those who know 
everything about yogurt and those 
who know nothins about it. \o\v just 
what is yogurt an\wa\? 

In a nutshell, it s a fultured milk 
food made from pure, fresh, cow's milk 
plus an extra something. That extra 
something is the special lactic cultures 
found onl\ in Daimon Youurt. 

My scientific friend:« tell ine that 
tlie.=e cultures c^o wonder? for \our sys- 
tem. Dannon Yogurt gives \ou all the 
benefitj- of pure milk — and it s so very 
easy to digest ! A- a matter of fact, 
1 on digest it in just one hour aboni 
three to four times faster than milk. 

7c.v: ."Sow about the taste. Tbe plain 
vogurt ha* a langv goodness and 
many people prefer it. Hut I notice 
mariv newcomers! to vogurt prefer the 
flavors: ."^weot "n" smooth vanilla: re- 
fre>hinii orarme ... * ★ ★ 



SPONSOR ASKS 

\ Continued jrorn page 67) 

they show no signs of slackening — then 
radio will have benefited from the 
presently confused tv picture in Can- 
ada. This same argument could be 
used for other media and, as vet, it is 
too early to predict accurately, though 
1 believe it would be safe to assume 
that by the end of the year stations 
will have picke<l up the ground lost in 
the Spring. 

Another factor in this situation is 
CBC's policy of scheduling minority 
interest programs ili peak time periods 
under the banner of Canadian culture. 
In areas like Montreal which cannot as 
yet receive American stations, this has 
resulted in lower sets-iii-use than would 
otherwise have been the case. CBC 
has apparently not been too successful 
in selling this programing to national 
accounts and presumably this has 
stopped the siphoning ofT of monev 
from other media which might have 
taken place. Certain large national a<^ 
counts in Canada are conspicuous b\ 
their absence from the tv scene and 
this has worked to radio's advantage. 

Profiting from the experience of 
American operators there has prob- 
ably been less panic in Canadian ra- 
dio circles because there has been more 
time to assess the situation and time to 
take appropriate steps. Canadian sta* 
tions generally are becoming more ajf- 
gressive and being faced with a some- 
what watered-down type of television 
have been able to gain ground in the 
face of competition rather than losing 
it. Radio in Canada is anxious but iiul 
frightened — getting back to work is g 
good way to cure the jitters and 1 be- 
lieve that Canadian radio has done 
just that. 

CANADIAN TV LIMITED 

liy S. ir. Caldii ell 

S. W. Cahlurll Ltd. Radio & Televisioif 
Adrt'rt'isiii{i4 Toronto 

PMthough the in- 
troduction of tv 
into Canadian 
advertising is 
bound to have 
repercussions in 
radio, the compc 
I it ion between the 
two must of ne- 
cessity form a 
different pallern to that which hS-- 



REPRESENTED BY 

H-R TELEVISION, INC. 
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MISSOURI 



ARKANSAS 




ARKANSAS . . . 



The fastest growing state 
in the fastest growing 
Region in the 
United States of America 



From 7940 to 7950 

Bank deposits . 

Per Capita Income . _ 
Retail Sales - 



ARKANSAS increased: 



ARKANSAS 



U.S. AVERAGE 



281 % 
255% 
302% 



131% 
150% 
207% 



Little Rock per family effective buying income exceeds— Houston, Dallas, Ft. Worth, St. 
Louis, Kansas City, New Orleans, Shreveport, Oklahoma City and the national average' 



To tap this Rich Market, use 

No. 1 

No. 1 . 

No. 1 



KARK Little Rock* 

7 AM-12 Noon M-F 
12 Noon-6 PM M-F 
6-11 PM Sun.-Sat. 



KARK first 66 quarter hours out of 72' 

All 10 Top Evening shows — 

All 10 Top Daytime Shows: M-F 

All 9 out of 10 Top Daytime Programs: Sat. — Sun. 

*according to Pulse March, 1954 

Represented by 



KARK 
KARK 
KARK 




c 



Little Rock, Arkansas 



Edward Retry 
I & Co., Inc. 



TOP QUALITY! 




MITCH GORDON 

S/iorts Director 
3 Sports Star (Football, Basketball, 
Baseball) at two Michigan Colleges — 
Hope and Western Michigan. 
Graduate work at University of Mich- 
igan and University of Omaha. 
Assistant Coach at fannous BOY'S 
Town, Nebraska. 

Managed Radio Stations in Michigan 
and Florida. 

Mitch loves his sports .... so does 
his audience on WWTV! 



CADILLAC 



MICHIGAN 



PRIMARY CBS \^ ABC, DUMONT 

^cPff£se/VTt'D Sy tV££D -W.L. S/)L£i.C/!ND. RPDS 




KANSAS 



LISTENING HABITS are well- 
established. Pick a positive and loyal 
viewing audience. Select KTVH 
in Kansas. 



Sec Voi/r KTVII 
Sales licprcscntativc Today! 



CHANNd i 



KTVH 

HUTCHINSON -WICHITA 



VMf 
]40 000 
WAITS 



(•\<)1\('(1 in tlie L III ted Stat*"^. 

Fir>-1 Lcciiusp riidio and t(devi>i<»n in 
('anada arc ;i:()V('rn('d b\ tlie Canadian 
Hroadcaslinji Corporation (CUCl, 
\Nlii( li lias coinijictc conlrol o\cr licens- 
ing; in hotli fields, the ainouiil of time 
a\aihil)l(' for (■oiiiinercial use and the 
areas in wliicli ])ri\atel\ owned sta- 
tions can operate. 

I lie CI5C has ruled that for an inde- 
teiniinate time onl\ one station he 
allowed to operate in each designated 
area and each of the key metropolitan 
markets he the exclusive property of 
CHC-o\Mied stations. All network fa- 
cilities coinc under CMC operation: it 
i- responsihle for alloting a certain 
amount of time to programs for minor- 
itv groups. Pliese factors curtail the 
\ aricty of programs availahle to \iew - 
ers and the nundjer of programs with 
mass appeal. 

In mail) areas of Canada onh the 
\ast co\erage of radio hroadcasting 
ran (H-oiiomicalK reach the thinU 
spread population. Because of this 
geographic harrier, advertisers who 
are using tele\'ision in the major mar- 
kets use radio to reach the consumer in 
non-t\^ and rural areas. Because of 
limited time allotment for commercial 
t\ , advertisers who would w ish to be 
on television will not he able to obtain 
time for their programs, and those ad- 
\ ertisers for whom tv costs are pro- 
hihiti\e will still carry on their radio 
campaigning. 

Television expansion is being care- 
fully controlled in Canada — an aspect 
of conservatism that is also encoun- 
tered in the individual and makes tv 
acceptance in the home slower than in 
ihe Ignited States. 



RADIO MUST RESELL ITSELF 

lly I' red E. Smith 
Spilzer & Mills Ltd., Toronto 



CBS BASIC -DU MONT -ABC 
REPRESINTID BY H R TIIIVISION, INC. 

COVERS CENTRAL KANSAS 



The answer to 
the question is 
basically )es. al- 
though certainl) 
to a nnich lesser 
extent. 1 believe 
that, in Canada. 
tele\ ision will not 
be able to offer 
as much compe- 
tition to radio, either program-wise or 
in the number of stations that can be 
built. Due to the ver\ nature of our 




geograph), with the denseh populated 
areas fairly well spread out. there will 
not be too much o\erla|j of t\' c(j\er- 
age — and, in the inajorit) of markets. 
Ia<k of p(jpulation will not make it 
feasible. profitabK . to have more than 
one t\ station. 

Also, in the L'nited States, radio sta- 
ticjns with aii abundance of network 
programs seemed to feel the effects of 
t\' the most. Ibis will not be true in 
Canada, as virtually no Canadian ra- 
dio station is now dependent ujjon the 
CBC networks. Their schedules are 
therefore ioo^e enough to allow all the 
programing revisions they desire. In 
the larger markets where two. three or 
more t\ stations can he handled, radio 
w ill feel the effects much more seri- 
ously. 

Actually 1 think it hods down to a 
case of radio stations having to start 
right from scratch again, and. either 
individual!) or as a C(j|lecti\e group, 
resell radio to the jjuhlic. Radio is no 
longer a luxur\', it is a necessit) — but 
it is now being taken too much for 
granted. It will be up to the station- 
to spend a little more inone\ in the 
future — to let the people know exact- 
l\ what this mass medium means to 



WTR' 

ALBANY SCHENECTADY TRO^ 





93,515 



UHF SeU 

32 n/t 



SEE YOUR 
HEADLEY-REED Man 
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IN UTAH WHEN YOU BUY THE 



BIG 




THE DIFFERENCE IS 

POWER PLUS 
SHOWMANSHIP 

AND THAT'S KUTV 
CHANNEL 2 



You get the audience you buy . . . and KUTV. q ^/^^ g ■ ^ Utah 

audience gets the full impact of programming 
planned to entertain, powered to sell. 



Your George P. Hollingbery representative will 
give you the full story. 



KU TV 




.7 



Full power from atop 8600 foot Pix Peak. 



ABC 



IN SALT LAKE CITY 
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If you use TV film 
you need BONDED 
TV film service! 

Saves You Money, Worry 
ond Mistakes! 

COMPLETE TV FILM SERVICE FOR 
PROGRAMS OR COMMERCIALS 

Shipping • Splicing • Routing, 
Scheduling, Print Control 
Records • Examination, 

Repair, Cleaning, Report on 
Print Condition • Storage 
Supplies, Equipment 

TV FILM SERVICE 



LOS ANGELES 

904 N. La Cirnrga 
BR 2-7825 



NEW YORK 

630 Ninth Avr. 
JU 6-1030 



F ASTIR, SAftR, LfSS COSTIY., 
B*«ous« tfs More BHIclttntl 



MEMO TO MEDIA 
BUYERS: 

WRBL Radio and WRBL-TV 
are the ONLY media m 
Columbus with "AREA IM- 
PACT"! 

The only means of delivering 
your clients' messages to 92% 
of ALL homes by radio and 
to 50% of ALL homes by tele- 
vision . , . and, at lowest cost- 
per-thousand. 

WRBL AREA is IMPOR- 
TANT in the Southeast! 



Population 

Families 

Radio Homes 

Car Radios 

TV Homes 

Retail Sales (000) 

E.B. Fncotne (000) 



636,000 
1 50.000 
1 38,000 
82,000 
74,000 
$360,500 
$670,000 



It ^^ -^^ 

COL UmoS, GEO^G-M 




lliciii. \\luil it i £111 <l<i fur iIk'hi. hoM it 
li<'l])> lliein ill <*\('r\tia\ life and ju:^t 
iiow it propoM-^ to •■iilcrlaiii llieni. Ai- 
r(-';i(i\ some .-lalioii-i have icionlcii 
>iii}iii!j: jiiiglo and are c()n>i»ti-ii(l\ 
Iclliiiji us "radio if c\ crs \s here. ' "lake 
\i)ur jxjtUiMe on \<)ur ne\( j)i<-iii<-. 
"<:el the iie\\> on \onr car radio. ' 
Olliers are < urieiillv eonsidcriiifi lilock 
programing of rieu> and music in the 
e\eniii<is. One station at least is f^oiiig 
to jjiogram liorizon(all\ : i.e.. comedies 
at o:()() p.m.. drama- at 8:30 j>.m.. quiz 
programs at 9:00 p.nt.. mu^ir at 10:00 
p.m. and so on, e\er\ niglit of tlie 
\seelv. 

To sum up. tv is and \sill be inoie 
so a challenge to the radio industry in 
Canada, ll won't hreak an\ radio .sta- 
tions hul tlie\ will have to loosen their 
wallets a hit. do some promotion and 
keep a ueather e\e on their program- 
ing in order to maintain an audience 
large enough to still he a profitahle 
venture for advertisers. In many case*, 
the radio station will have to show a 
profit — something has to pay for the 
t\ station. 



TIME BUYING 

[Continued jrotn [Hige 38) 

availabilities — both current and poten- 
tial — as well as cost estimates for the 
area? the client will want to cover. 
Along v\ itii these availabilities and esti- 
mates the bluer usually also includes a 
memo with his conclusions and recom- 
inendations. 

To give y ou an idea of the work the 
timebuver contributes at this stage of 
?trateg\ planning, here is one such 
timebuver memo acluallv taken out of 
a recent FC&B marketing plan. 
'"Television recommendations 
"Hefore retoinmending a s|)ot ra- 
dio campaign of participation -hows in 
big cities of \ Product's 90', market, 
the agenc) examined television jjossi- 
bilitics. These |Jossibilities were con- 
sidered : 

( .\ I ^Network telev i-ion 

(H) Spot television (women's par- 
ticipation ?bows ) ill lieu of the 
radio participation |)rograin. 

<Cl Spot television ( |)artici])alioii 
shows I supplemented by radio 
participation shows. 

(I) 1 Spot telev ision test. 
'"Network television is not feasible 

for the reason that it cannot all be con- 
tained w itliin \ Product'? 90' r market. 



'"Altei iuiti\e?> (IJi and lC( above 
deliver too small an audience ])er dol- 
lar invested in comjiarifon with spo^ 
radio coverage. 

'"A comparison of sj^ot telev ision and 
spot radio average costs has been pre^ 
jiared for 10 metroijolitan cities King 
within the best \ Product markets.. 
1 liese <itie- and the Cftiniated tiuiCi 
costs (exclusive of talent and or film 
<ost-j for three one-minute participa- 
tions jjer week in a 13-week j)eriod are 
listed l>elow." 

\ list of tlie-e co-t estimates iu 10 
markets might be followed h\ this con- 
clusion : 

"Average cost per television spot in 
tlu^e 10 markets comes to S88. Under 
the radio participation program' rec- 
ommended for X Product, client is ])av- 
iiig S'35 for the average radio spot in 
these same 10 cities. 

''The agencv has concluded that X 
Product television in anything but a 
test campaign would be premature at 
this time. 

"A test market recommendation r- 
being prepared to determine 

(A) \X*hether \ Product benefit- 
can be registered and sold on a 
television screen, and if so 



TV anci RADIO 
PROGRAMS 

SPOTS 

WILL 




1-2 sales punch 

.'n WESTERN MONTANA. 



eiLL-PERNA, r*p4 




MISSOULA, MONTANA 



SPONSOR 



I 



YOU MIGHT GET A 916-LB. BEAR * - 

J.R^^'^-ML^ • • • 



GRAND RAPIDS-KALAMAZOO HOOPERS 
January, 1954 
Share-Of-Television-Audience 





MON.-FRI. 
7 a.m.- 
12 noon 


MON.-FRI. 
12 noon- 
5 p.m. 


SUN. -SAT. 

6 p.m.- 
12 midnighf 


WKZO-TV 


80%t 


85% 


62% 


6 


31 %t 


15% 


38% 



^Adjusted to compensate for the fact that neither station 
was on the air all hours. 

NOTE: Sampling was distributed approximately 75% in 
Grand Rapids area, 25% in Kalamazoo area. 



YOU NEED WKZO-TV 
TO BAG AUDIENCES 
IN WESTERN MICHIGAN! 

WKZO-TV dominates the W^estern Aiichigan television mar- 
ket, morning, afternoon and night. January, 1954 Hoopers 
show that WKZO-TV gets: 

158.1' 'o more MORNING viewers than Station B— 
466.6% more AFTERNOON viewers 
63.2% more EVENING viewers! 

WKZO-TV is the Official Basic CBS Television Outlet for 
Kalamazoo-Grand Rapids. Its brilliant Channel 3 picture 
serves more than 406,922 television homes in the 29 most 
populated Western Michigan and Northern Indiana counties 
— a far larger television market than many major cities can 



claim 




WKZO — KALAMAZOO 
WKZO-TV — GRAND RAPIDS-KALAMAZOO 
WJEF — GRAND RAPIDS 
WJEF-FM — GRAND RAPIDS-KALAMAZOO 
KOLN — LINCOLN. NEBRASKA 
KOLN-TV — LINCOLN. NEBRASKA 

Ajjoclated wfth 
WMBD — PEORIA. ILLINOIS 



(100,000 WATTS— CHANNEL 3) 

OFFICIAL BASIC CBS FOR WESTERN MICHIGAN 

Avery- Knodel, Inc., Exclusive National Representatives 



'^ Arthur Yoiins kilted a 916-lb. srizzly bear in Yelloicslone i\alional Parte. 
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IN THE LAND OF 

MILK ANd1*ONEY 




INTERCONNECTED CBS, ABC, 
DUMONT, 55 COUNTIES 

Haydn R, Evans, G. MgK. WEED-TV 



TOP QUALITY! 




GUY VANDER JAGT 

Ncif.s, S\tv<uil Kivnts Director 
1953 National Oratorical Champion. 
3 consecutive State Debate Champion- 
ships. 

Perrins Scholar, Yale University Di- 
vinity School. 

Holland (Michigan's) Community Am- 
bassador to Bonn, Germany in 1952. 
2 years In commercial radio. 
Guy Is an instant audience winner 
too . . . on WWTV! 



CADiLLAC 



MICHIGAN) 



( B I I lie fre(|ueii( y of iinjjressi(jiis 
\>lii< li are re(|uir('(l to iiuike the 
s;.le. 

iC) I'lie dollur edic ieiK y of spcjt 
l('le\i>i<m <-()\eraj£e in coinpaii- 
soii with tiie d<jllar eflicicnfN of 
spot radio r(j\ erage." 
Cerliold tlieir \\ei<ilis l)oth the avail- 
al)iliti('s and the buyers' recoiiniieiKla- 
tioiih and hax's hi> own oNcr-all media 
KMonnnendations upon them. It i> at 
tliis :-tafie tliat a concrete media Mrat- 
eji\ emerges and becomes ijicorporated 
into tlie marketing plan. 

Tlie marketing plan is tlien gi\en 
to plans Ixjard b\ tlie account group. 
Here too. as in the \ arious pre\ ious 
stages, everyone has sometiiing to say 
about media. The plan.s board makes 
it^ own media suggestions in terms of 
general media strategy. 

"After --ome s(jrt of preliminary 
agreement has been reached. ' Gerhold 
contiimes. "we start to break down the 
his is stil 



'udget. 



a strategic deci- 



PRIMARY CBS \-/ ABC, DUMONT 
irep^ese.vTt D ^ iv££D - m . s/)U-s. cxw. epos 



sion, involving top management, 
though it is based on information pro- 
vided by the buyers. It's the matter 
of reaching the right people with the 
riglit fre(|uency and continuit) ."' 

These decisions generally evoKe out 
of another series of discussions be- 
tween Cerliold, Pardoll and Hofmann. 
This is not to say that tlie l)uyers are 
kept remote from these problems, as 
might be expected because of the de- 
partiiientalizatioii. In practice the lines 
dividing responsibilities are not as 
rigid as the\ seem on paper. The buy- 
ers continuously express their views on 
these problems either through Pardoll 
or through Hofmann. 

Comments Pete Bavdacli. one of the 
tiniebuvers: "That's one satisfying part 
of operating our w av : Recommenda- 
tions and thoughts are welcomed re- 
gardless of tbeir source. And by the 
time budget decisions are being made 
our brains ha\e been pretty well picked 
for various t\pes of specific data that 
will help towards reaching conclu- 
sions." 

Gerhold, lio\ve\er. is frank to add 
the other side of this coin: "Our buy- 
ers do [larticipate in de<'isions and dis- 
( uss lliciii. Hut the people in the me- 
dia department don't lay down basic 
media -tratcgv. Those decisions are 
made b\ the plans board as a whole." 

B\ the time the timebuyers and 
spa<el)uvers finally get together with 
(»erhold the budget and media break- 
down i;. generalK confirmed, and all 
decisions have been 



made. 

"Now — after client approval, that is 
we must decide how to put (jur paper 
plan into action.'' adds Gerhold. "In 
fact, the plan we outline on paper rare- 
l\ actuall) turns into a radio or fy 
< ainpaign. Often the strategy may still 
be c|uestioiied in terms of a\ ailability, 
particularK where air media are con- 
cerned. " 

Heres where the buyers get back 
into the act again. Some three weeks 
or more ma) have elapsed since the 
time when they compiled availability 
lists and cost estimates that Gerhold 
Used to recommend over-all strategy. 
Tntil now, liowe\er. titev've not had 
the right to make schedules and place 
orders. So the) must reclieck avail- 
abilities, and many of these mav have 
lapsed because of the delav in time. 

If a big change in plans is necessary 
because of the number of availabili- 
ties that lia\e fallen through, the media 
department has to make substitute rec- 
ommendations. These go back to the 
account group and possihK e\en to 
the plans board. 

When a programing buy is being 
considered h\ the media people, an- 
other group gets into the act: Roger 



COMPLETE BROADCASTING 
INSTITUTION IN 

l^icliinond 



WMBG 
WCOD 

WTVR 



-AM 



-FM: 



-TV 



First Stations of Virginia 

WTVR B'a'f TV ke^ 
WMBG Boiling Co. 



Iiroad 



strategic 
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Pryor"s programing (leparlineiit. Pr)- "1 <1 



or, 



as* v.p. in cliaige of radio aird tv 1 



production, connnenls on participation 
buys as well, in tliat he analyzes, for 
example, the tvpe of women's show the 
product would be best suited for. 

In fact, the major conclusion that 
can be reached about the media de- 
partment in FCi>B"s way of doing 
things is that there's a lot of overlap 
between other departments and media 
— particularly the radio-tv production 
department. 

"We're always looking for a sensible 
total effort, ' Gerhold remarks. "It s a 
mistake to overdepartiiientalize when it 
comes to policy decisions," 

What's the responsibility of the di- 
rector of broadcast media within this 
framework? 

Pardoll stresses the importance of 
fostering high-level contacts particu- 
larly where network negotiations are 
concerned. Dark, of medium-height, 
he talks energetically about freeing 
himself of "supervisory duties over the 
buyers whenever possible." to devote 
most of his time to such activity as 
finding a good network buy or creat- 
ing a network availability where none 
existed previously. 



BIGgest TOWER ^ 



TOPmosf POWEi 



Es the Heart of America 



KMBC-TV, the BIG TOP 

station, dominates the Kansas 
City market as no other station 
can! Using full 316,000-watt 
power and 1,079-foot tower, 
Channel 9 covers thousands of 
additional TV homes. For cov- 
erage details and choice avail- 
abilities, see your Free & Peters 
Colonel. 

Note: full-power, 

tall-tower operation 

from Sept., 195i. 

FREE <f PETERS, INC. 
National Representatives 



Batic CBS-TV affiliate 




KMBC Building, 11th & Central Sts. 
Kansas City, Missouri 





w 



The BIG TOP Station 
in the Heart of America 

KMBC — Radio, Kansas City, Missouri 
KFRM — Rodio for the Stote of Konsos 
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(lon'l a sign myself an) particu- 
ar account,"' be told sroNSOU. He 
breaks down his functions as follows: 

1. To analyze mul reconnnend 
broath-ast facilities. 

2. To negotiate and contract for fa- 
cilities, both spot and network, network 
primarily. 

3. To coordinate a<'tivity between 
media and other departments like 
broaflcast production, research and the 
plans group. 

4. To be responsible for account 
assignments and administration. 

It's interesting to note that his job is 
in no way parallel to the job of the 
associate media directors at the so- 



called semi-integrated 



like 



H&B. There the "second-in-command." 
as Pardoll is at FC&B, serves primarily 
as a media coordinator. He's the man 
who pulls together the print and broad- 
cast information his buyers provide. 
He's also the one who then translates 
this information into media and bud- 
get reconnnendations. 

Pardoll does not feel that planning 
budget and media breakdowns comes 
within the scope of his responsibilities. 
More than anything eUe he is an even 
more specialized specialist than his 
buyers, and certainly a more experi- 
enced one. Although he has had print 
buying experience he does not apply 
this knowledge so much toward at- 
tempting to work out a satisfactory 
split of the budget between print and 
air. as he uses it to better judge the 
efficiency of the air media themselves. 

"And yet 1 can't stress too often the 
error of pegging us as a departmental- 
ized organization," Gerhold repeated 
when Pardoll had finished explaining 
his role to SPONSOR. 

"We're set up to emphasize integra- 
tion of the media function with other 
advertising and marketing functions. 
This thinking coincides with our entire 
concept of having an advertising strat- 
egy grow out of group activity, rather 
than out of any one department." 

Timebuyer Pete Bardach too stressed 
how close working with other agency 
departments has helped him in his time 
buying. 

"For one thing, we always hear e.t.'s 
or see film commercials before we're 
asked to place them," he told SPONSOR. 
"This way 1 get a more intimate feel- 
ing about the objectives of the sponsor 
from his actual commercials than I 
ever could from reading or rereading 
the marketing plan several times." 

★ ★ ★ 




Newest Southeast 
Kansas — Northeast 
Oklahoma survey 
covering 1 1 / 
county Coffeyville 
trade area (256,000 \ 
people) reports: 

KCCF HAS BIG- 
GEST AUDIENCE 
IN 45 OUT OF 52 
MONDAY THRU 
FRIDAY 1/4 HOUR 
STRIPS! (6.00 
A.M. to 6:30 P.M.) 

KGGF with 10 
KW on 690 KC 
delivers primary 
coverage to a total 
of 87 counties in 
Kansas, Oklahoma, 
Missouri and 
Arkansas. 





ACTION in tiaiislntiiif,' VOl'R 
iiU'sKHKt' tor till' laiKi'st Simiiisli spfjikiiiK 
.iiiiliciito ill the (iio;it Sdiitliwcst. . . . 

ACTION in top (ici fonriuiif and iiro 
(liictioii liv a skillcil statT of t ninslators. 
(liiuctors, aniunmci'is, ai-toi-s. siiiKcrs 
and uinsifians. . . . 

A C T I O N in puttiiiu "^Ot'K inoduct in 
thousands of homes in the San Antonio 
area. . . . 

WE INVITE YOU TO 
ASK ABOUT OUR 

j^nowhow 
Qo-operation! and 
Qn-the-beam 
Results 

Many national advertisers have success 
fully invaded this (irofitatde market 
tlironjjh KCOH's snperh faeilities and 
vrviee. 

Some of them are: - 
PROCTER & GAMBLE 
LUCKY STRIKE 
GENERAL FOODS 
BRISTOL MYERS 
CHESTERFIELD 




SAN ANTONIO, TEXAS 
Texas' First Spanish Station 

Hi prt SI lit) ll III/ 

Richard O'Conno//, Xafl. .l<tr. Dir. 

40 East 49th St.. New York 17. N. Y. 
PLaza S-9140 
LOS ANGELES — SAN FRANCISCO 



TV PROGRAMING 

^ (.oiitiiiiicd jroin pa^e .S.S I 

llircc ciilirc ('\ oiiiiij;^ eiicli week. AKo 
\M(] r\ i>- |)u>-liiiig the ■■iiiajia/iiie' 
( oii( ('|jt of participation progiaiiiinji to 
the iilliiiialc in il>- To<lay-ll oiitc-To- 
nl^ltl trio. It i>- puljliciziiig its rolor 
projii aininji to llic hill. There will be 
sonic I more film "-how 

.S. AliC 71 . ICailier thi>- summer, 
MU; T\ talked of a "FiNc Year Plan" 
to reach paril\ with the two largest iv 
ucIjs. Now. with its fall ni^ihttime 
Inienp \ irtnall\ «et and with few open- 
\n<i> left. \HC T\ !>; talking (jf reach- 
ing; its jioal in four. In mam \\a\s the 
nighttime lineup and program philoso- 
ph\ i> similar to CHS 'I N ; there's lit- 
tle pressure for color, and no attempt 
I to out-do NBC I V in the super-colos- 
sal, once-a-month >hows. Except for 
lircdhjnst CliiL. a radio \eteran. ABC 
! T\ s da\time lineup is unexplored ter- 
I ritor), hut the network s plans for it 
run along llie lines of programing "in 
counter-point" to that done at any da\- 
tinie hour h) the XBC and CBS \ ideo 
wehs. The li\e-film ratio i? about the 
same. 

4. Du Mont. Not involved in the 
struggle for top program supremacy, 
Du Mont will make a strong bid for 

1 t\ ad dollars this fall. The ke\ pitch: 

I flexibility. 1)I.N has no "nmst buy ' 
list, will tackle any assignment from 
coming up with a long lineup for a 
regular show las in Admiral's Bishop 
Sliccn show I to aiding a fdm advertiser 

, to clear what is essentially a spot tv 
lineup I as in the case of Heinz and 

' Sludi'n 57 I. Du Mont is confident that 

j time is working in its favor. 

Opt'ii thite: As it was last fall the big 
s(|ueeze play is on prime evening hours. 
' This fall. too. the squeeze is extending 
to (|uite an extent into daytime hours. 
As sl'oNSoU went to press, the situa- 
tion on time sh)ts looked like this: 

1. CBS Tl . All evening time, from 
7:15 p.m. until 11:00 p.m.. is com- 
mitted. Although, as a CBS TV sales 
exccuti\e pointed out. "there is alwa\s 
the chance of a cancellation in mid- 
season. " the <hniices are almost zero 
that the spot will go begging for long 
or that the program will he shifted. 
Daytime at CBS T\ also has "S.R.O."' 
I on its program lineup. .Ml the network 
periods between 7:00 a.m. and 5:00 
' p.m. are filled with a lineup of person- 
j alil\ shows (six hours daih I. soap 
I operas I two hours) and participation 



-Ikjws (two hour- 1. No vacancies are 
ex[)e< ted in the serials and some of tlie 
pers(jnalit\ shows, but openings occur 
regularl) in participating vehicles like 
Morning Slioii and Garry Moore. 

2. .\ HC Tl . Like CF-5S lA . .NBC TV 
had no e\ening time slot a\ ailabilities 
at pres-limc. Two spcji^. however, were 
o|jen on ^undav (3:00 p.m. to 4:(l(( 
p.m.. and 5:30 to 0:00 p.m.j. I n- 
connnitted davlime slot>- were rapidh 
dwindling: as'of this fall, NBC T\' will 
air a total of 2'^ hours daih of soap 
opera- la big feature of NBC T\'- 
davtime structure I. with an out-ide 
( hance that the figure will grow higher. 
Bigge-t proponent of the ''magazine 
show, NBC T\ figure- it will ha\ e a 
number of participation openings dur- 
ing the sea-on in its T-ll-T ir'ur. but 
its operating on a sell-out basis with 
its multi-spcjiisor color spectaculars. 

3. ABC rr. The gaps in ABC T\% 
nighttime lineup are closing fast: at 
presstiine. ABC TV reported a total of 
61^. hours as yet unsold between 7:3(1 
p.m .and 10:.30 p.m.. Monday-through- 
Sunda}. A nundjer of these slots, how- 
ever, are those that are in again«t such 
powerhouse competitors as I^tiry, Drag- 
net and Toast of the Toun. But thi* 
situation may change: ABC T\ plans 
to fill such open spots with programing 
beamed at the segment of the audience 
not watching these big shows, may win 
sizable program audiences by boosting 
sets-ill-use le\els in prime evening 
hours. Da\time is largely open be- 
tween about 10:00 a.m. and 6:00 p.m. 

4. Du Mont. With clearances more 
certain as the number of two-station 
and three-station markets dwindle 
steadily. Du Mont has some fairly am- 
bitious plans to put programs into the 
several nighttime spots currently open. 
These shows include: The}- Stand Ac- 
cused, a Chicago-originated show due 
to be sponsored b\ Consolidated Cos- 
metics: Studio 57. a "playhouse" film 
show sponsored by Heinz on key DTN 
stations: One Minute I'lease. a BBC 
import: Gamble on Lore. Fredric 
March Theatre. Love Story and M^ 
Son Jeep. Brice philosophy: to offer 
shows, ill l onjunction with packagers, 
whcrebx there is little show profit at 



LOUISE FLETCHER 
SELLS THE 

NEGRO 

HOUSEWIFE 
VIA 

WSOK 

NASHVILLE. TENN. 




136 



SPONSOR 



first hut a <'()St liikc on a predeterniined 
:<che(lule if the piojirani clicks. Alto- 
gether. DTN has sonic 10 c\ cuing half 
hours (with or without programs) for 
?ale with li\e clearances a\"cragiiig 
around 33 stations which co\er r)0% of 
t\ homes. Daytime is still wide open. 
( x< ept for the participating I'aiil Dixon 
show from 3:00 p.iii.'to 4:00 p.m. 

f'rogrfiiiiiiifi: As one network \ .p. 
I old SPONSOR: 

■'This is the season when the 'quick- 
ies' are disappearing. Networks and 
the l)ig independent producers are in 
the saddle. Low ratings are getting the 
axe. ' 

The statement is particularly inter- 
esting, since it explains a lot of maneu- 
vering where no pattern is at first visi- 
ble, particularly in the case of show 
casualties and the replacements. 

Of the shows current last fall, a nuni- 
her will be missing in the lineups this 
>easoii : 

1. CBS TV. Man Behind ihe Badge, 
Web, Suspense, Place llie Face and 
Irrna are due for an exit. In place will 
go, in order, Celeste Holme, Falher 
Knows Best, Danger (with Life With 
Father into the old Danger spot), 





Same old story 
in Rochester . , . 

WHEC WAY 
OUT AHEAD! 

Consistent audience rating 
leader since 1943. 

WHEC 



\arnt' the Tunc and Lineup, lied Bill- 
ions and Big 'Town have iiioxed to 
NBC '\\, being replaced by Sepleniher 
Bride and the Chrysler Shower of Stars 
sptx'taculais. Pattern so far: low-price 
ni)stery shows are being replaced w ith 
name-star \'chicles and situation iom- 
ed\ . 

2. \BC TV. Martin Kane, Dennis 
Day, Garroiiay (Friday night I, Camp- 
hell's Sound Stage, Amateur Hour, 
IV inchell-M ahoney go oil. In place will 
go, in ortler. a portion of Ljix Video 
Theatre, a portion of the Moiida) night 
spectaculars and part of the Sid Caesar 
show'. Big Story, Dear Phoebe and 
more spectaculars. V^oice of Firestone 
has moved to ABC TV, and the old 
Show of Shows has been split up. Pat- 
tern so far: NBC TV is pushing simul- 
taneously for more spectaculars and 
more high-rated drama or comedy- 
draina. 

3. ABC TV. ABC TVs casualtv list 
is smaller, by comparison. Not pres- 
ent this fall: Leave it to ihe Girls, 
Quick as a Flash, Name's the Same. 
Replacements: Dottie Mack Shoiv, 
Postal inspector. Slop The Music. Pat- 
tern so far: ABC TVs nighttime line- 
up is being upgraded in program qual- 
ity. Sky King's sponsor on ABC TV, 
Derby Foods, is dropping this show to 
move into the higher-priced Disney- 
land package elsewhere on ABC TV. 

4. Du Mont: Only one casualty is 
in DTN's lineup: Dollar A Second will 
be hi ABC TV's lineup this fall. A 
number of new shows, as mentioned 
earlier, will be going into the Du Mont 
lineup, with the exact replacement for 
Dollar not set at presstime. 

Shoii' cniitrol: As mentioned earlier, 
an average of 40*"^^ of the nighttime 
fall shows on NBC TV and CBS TV 
are essentially packages created by in- 
dependent producers. The figure rises 
to a little more than SO"":^ on ABC TV 
and Du Alont. 

The hassles that took place earlier 
this season, particularly the Firestone 
and U.S. Tobacco crises at NBC TV 
when that network was lining up night- 
time periods for its spectaculars and 
big fall shows, have easetl off consid- 
erably. (See "What are your rights to 1 
a tv time slot? ' 5 April 1954.) 

For one thing, network insiders re- 
port that Vafjaire Firestone was a real j 
jolt to both NBC TV and CBS TV. 
particularly since the other two video j 
webs promptly hopped into the breach 
with sales pitches in which time slots 




ill the iiioriiiiig! 




ill the afternoon! 




in the evening! 



Wiiistoii-Saleiii 

>'oitTii <:.\itoi.iN.ik 

. . . the hub of a rich, fast- 
growing 15 county market in 
the industrial heart of the . . . 




Stcate in the South 

Whatever your product or serv- 
ice — you will sell more of it 
faster to more people when you 
use the ...... 




STATION 



AFFILIATE 




Represented by 

HEADLEY-REED CO. 



ROCHESTER 
. 5,000 WATTS 



IXTTS %^^' 



■UL' 
liSi 



Representativtt . . 
EVERETT-McKINNEV, Inc., New York, Chicago 
lEE F. O'CONNEll COl.Lo. Angeles, Son Froncitco 
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Robert H. Otto 
( I'rcsiilenl ) 
llobvrt Ottn & Co.. Inc. 



LIKE MOST 

Newsworthy" 

ADVERTISING 

EXECUTIVES 

MR. OTTO'S 

LATEST 

BUSINESS 

PORTRAIT 

IS BY... 



Photographers to the Business Executive 
565 Filih Avenue, Xew York 17— PL 3-1882 



\s(>rt' all hut jiuaniiiteecl forever. 

I'or another, the t\so hig weh;: 
uIkmc some strikiiijr jiains in show con- 
liiij h\ outride |»arkagers and agencies 
Iia\e hccn inadc arc uj) to their prfi- 
jirniiiiii-r e;irs in l)ig pjiectaeularfi and 
(Irainalic vehicles, leaving little time to 
de\elo|) iiie(liiim-|)riced show *- I ajjart 
from |)arti<i|)atioii |)a<k.age* I and day- 
time -erials. I lie niajorit\ of davtinie 
^erials, iix'identallv — one network ex- 
(H Utive |)iits the figure at o\er 90'f — 
will I)e ageiu ) -produeed package*, not 
network creations. 

I'ackagers are coining from all di- 
lectioiis. often with client contracts 
inked and readv to roll. The\ include 
iiiovieinakcrs like Walt Disney I Dis- 
neyland ABC-T\'l and Screen Gems 
{Father Knous Best and Ford Theatre 
on CBS TV and M?C TV L s>ndicators 
like Television Programs of America 
{ Halls of Ivy and Lassie on CHS TV), 
veteran indej)eiulent.« like Goodson- 
Todinan and Bernard J. Prockter. the 
giant "flesh peddlers" like William 
Morris and MCA. ad agencies (day- 
time serials. Kraft Theatre, and oth- 
ers) and e\en sponsors (American To- 
bacco's Hit Parade on NBC TV, co- 
sj)onsorship of which was recently, 
sold by AT to Warner-Hudnut ) . 

Spons<»rs still have no legal right to 
their tv network time periods. But net- 
works, this fall, will be much less like- 
ly to oust them or to give the heave-to 
to outside packages. 

l*€irtit'ipution slum's: Designed to 
be t\''s answer for the low or medium- 
budget advertiser, or for the big adver- 
tiser who wants multiple exposure, the 
"magazine" concept of programing is 
now firml) established at NBC TX. and 
to a lesser extent at the other networks. 

At NBC TV, the trio of participating 
programs — Today, Home, Tonight — 
now amount to ab(jut one third of all 
the network program hours ( the\ total 
22^ hours weekl). as now planned i 
and about 20'T of the total network 
revenue. Ad budgets spent in the 
T-H-T trio range all the way from 
Lever Brothers, with $1,500,000 on the 
books, to one-shotters like Appiaii Wav 
Pizza Pie with a minimum of some 
S4,400. 

The three programs nov\ ojjerale 
semi-autononiousK under Dick Pink- 
ham at NBC TV as a full-fledged de- 
partment of the network. One of the 
first things to happen under the Pink- 
ham regime was the creation of a com- 



bination discount. L nder its provi- 
sion-, an a(lverti>er buving \V) partici- 
paticjiis I such a* 13 in each of the 
T-H-'T sliovs-. will get a 10'? discount. 
Thi> goes all the wav U|) to a 'HVt dis- 
count for advertisers using 104 or 
more |)artici|)ations. 

Based on current and anticipated 
ratings. Joe Cullingan. sales to|)per for 
the T-ll-T shows, told >l'ONsOK thai 
"advertisers vsho spend $28,400 for 
two participations per week in each of 
the three shows are likely to get some 
22 million vicv\er impre-si(jns per 
week," 

One of the attractive features of the 
T-H-T combine. incidentall\ , is the 
heavy merchandising job which NBC 
T\'. under Fred Dodge s direction, is 
putting behind it. 

CBS T\ will coinjjete with Today 
via the Morning Show, recentiv re-^ 
vamped to feature Jack Paar and an 
entertainment theme. But CBS TV — 
although its daytime ""personality" 
shows like Garry Moore, Arthur God- 
frey, and Robert Q. Leu is are sold in 
quarter-hour chunks — has no immedi- 
ate |jlans to create furtlier jjarticijjation 
programs. 



KWKW ES LA PREFERENCIA 

De Los Latinos-Americanos 
En Los Candados De Los Angeles 
y Orange 

which means 

KWKW is the choice 
of Latin-Americans in 
Los Angeles and Orange Counties 

A survey of completed calls made in 

Spanish to Latin- American names chosen 
at randcm from Los Angeles and Orange 
County telephone directories showed the 
following: 

1ST CHOICE IN STATION 
PREFERENCE 



KWKW „ 

2ND STATION 
3RD STATION 
4TH STATION 
5TH STATION 



66 1/2% 

7 1/2% 
7 % 
3 2/3% 
3 2/3% 



MEXICAN STATIONS 3 % 

KWKW 

Pasadena - Los Angeles 

New Yorit Representative 
RICHARD O'CONNELL, Inc. 
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Du Mont is active in participation 
programing with its afternoon (3:00- 
4:00 p.m.) Paul Dixon show. Earlier 
this month, Du Mont opened up the 
second half-hour of tlie show to one- 
minute participations, with the first 
portion of the show open in lO-niinute 
segments. Gerry Martin, Du Mont's 
director of network sales, estimates 
that the minute slots (part of which 
are for local station use) will probahly 
be sold out by 1 October. 

Du Mont's show, which originates 
from WCPO-TV, Cincinnati, is un- 
doubtedly the lowest-priced buy in net- 
work tv. After the first of next month, 
one-minute participations in Faul Dix- 
on will be available on a 20-station net- 
work (which covers some of the 
nation's tv homes) for a net price of 
$1,419.38. 

If the new Dixon format clicks with 
ly advertisers, Du Mont expects to 
build more shows to do a similar job. 

At presstime, ABC TV — which is 
concentrating most of its network-level 
attention on nighttime programing this 
year — had no participation programs 
(apart from the segmented Breakfast 
Club ) on the network. Plans for vehi- 
cles of this sort, however. ABC TV offi- 




4 




THE LONG ISLAND story 





DOMINATES 

Long Island's Big, Rich 

NASSAU COUNTY 

RETAIL SALES 

$1,003,784,000 

(Sales Mgt.) 

WHLI has a larger daytime au- 
dience In the Major Long Island 
Market than any other station. 

(Conlan Survey) 




cials told SPONSOR, are in the works. 

ShartuI sponsorship: The amount of 
co-sponsored programs on a "major- 
minor" basis (such as Big Story for 
Pall xMall and Simonize on NBC TV, in 
which the show is the same but the 
sponsors alternate) and alternate-week 
shows (as in Elgin Theatre and U. S. 
Steel Hour which alternate in the same 
slot on ABC TV) is on the increase on 
networks this fall. A quick estimate by 
the networks places the increase at 
some 20%. Also on the upbeat, as 
outlined above, are the participation 
and segmented shows. 

"The old rule whereb) every spon- 
sor had his own show is dead." one 
network official opined. 

Lal<'-iii(|fi( networhiufi: According 
ot A. C. Nielsen's peak-of-season fig- 
ures for March of this year, some 16,- 
194,000 families used their tv sets be- 
tween 10:00 p.m. and 11:00 p.m. — 
better than 90*^^ of the amount using 
tv between 8:00 p.m. and 9:00 p.m. 

This has had an obvious effect in 
fall network planning. On three of the 
four networks, programs fall into the 
10:30-11:00 p.m. E.S.T. slot. 

What makes the whole situation of 
great interest to advertisers is that this 
is one time segment in which, strictly 
speaking, the network advertisers and 
spot advertisers compete tooth and 
nail. Technically "station option time'" 
for all of the networks, 10:30-11:00 
p.m. is bargained for just as often bv 
big multi-market film advertisers, such 
as Ronzoni and Encore cigarettes with 
/ Led 3 Lives and Ballantine with For- 
eign Intrigue. With the other night- 
time availabilities scarce, many a syn- 
dicated film show now rides in this 
slot — an important source of revenue 
to stations and a ke) tv exposure for 
spot clients. 

This is the network-by-network line- 
up: 

1. CBS TV. A full house in this 
slot. Across the board, starting at Mon- 
day, the Columbia web is airing Studio 
One (last half). See It i\oiv, Pabst 
Bouts, Name That Tune, Person to Per- 
son, Two In Love and What's My Line. 

2. NBC TV. The 10.30-11:00 p.m. 
slot was open only on Mondays at 
presstime. Across the board, skipping 
Monday and starting with Tuesday, the 
lineup reads: It's a Great Life, Big 
Town, Lux Theatre (last half), Gillette 
Fights, Hit Parade, The Hunter. 

3. ABC TV. One network show cur- 



Share of Audience in 
Cost Per 1000 Sets, 
Monday through Friday. 

MORNING 
8:00 A.M. to 12:00 NOON 



K-NUZ . 



24c 



IND. STA. 

IND. STA. 

IND. STA. 

NET. STA. 

NET. STA. 

NET. STA. 

NET. STA. 



AFTERNOON 
12:00 NOON to 6:00 P.M. 



22c 



K-NUZ . 

IND. STA. "A" 

IND. STA. "B" 

IND. STA. "C" 

NET. STA. "A" 

NET. STA. "B" 

NET. STA. "C" 

NET. STA. "D" 



EVENING 
6:00 P.M. to 12:00 P.M. 



22c 



K-NUZ . 

IND. STA. "A" 

IND. STA. "B" 

IND. STA. "C" 

NET. STA. "A" 

NET. STA. "B" 

NET. STA. "C" 

NET. STA. "0" 



• APRIL- MAY PULSE 
Share of Audience 
against SRDS One Min- 
ute Rates 



Write - Phone - or Wire 
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"The time 
has come" 

the Lobster said: 




"To speak of spots 
and rhymes- Of station ' 
breaks and jingles, 
And coverage and times. 




3. 



Of .our,e, ihc l,OHJ« ri-.R NKI WORK 
uA^v< -]'> of the I'Rl.M.ARV 
M \RK1:TS in MAINK' 

THESE MARKETS: — 

1) ARE CONCENTRATED IN HIGH POPU- 
LATION CENTERS; 

2) Give your AUDIENCE STABILITY THE 
YEAR 'ROUND: 

3) PROVIDE A MOST ATTRACTIVE ■'PACK- 
AGE PRICE ! 

AND THESE ARE THE PRIME STATIONS 
THAT GIVE YOU REAL COVERAGE IN 
THESE MARKETS: — 




P'L.i'e »(.L- the iK-v'. lunt.. 1954. 
i'L'LSt fn(.rmy 



LOBS'l HR XKTWORK 

LOUIS |. eORCATTI. Inc 
419 Poylsfon Sf Boston 16. Mass 
Commonwcallh 6-0718 

//( /in .M III' il A III I'limlhj hy 
RICHARD O'CONNELL 40 East 49th St. 
New York 17, N. Y. PLaia 5-9140 



iciitl) lidp- in llii- -lot: the Mu- 

sic, r('j)la( iii<; \um<' s ihc Some. A\iC 
'1 \ . liowt'Nfi. told M'()^^OK that it had 
"no inlcntion- of putting inon' network. 
(iroj:raniinjr into the 1():.H() jj.m. 
uiilil all the holes in the earlier night- 
time lionrs are fdled." 

I. Dm Miinl. No uetwork >lio\v> in 
the 1():;^()-11 :()() p.m. period. 

Not iiiaiu NHC T\ and CB."^ '\'\ af- 
filiale> are in a jK»>ition to tell those 
networks to go fl\ a kite if the netwmk 
want> to ( iear the 10:.H() jt.ni. half 
hour: the nel\^()^k alliliatioii i- too 
\ ahiahle. 

\BC 'J \ and l)u Mont alhliale-^, in 
a much stronger jujsition, are more 
apt to jiut u|) still resistance to network 
eiearaiues in these hours. 

Result: As can he judged from the 
lineuji aho\e. WHl and CBS video 
wehf- ha\e managed to clear all hut (jne 
lime slot at this late hour. \BC and 
Du Mont ajjparentl\ intend to stax out 
of the fuss, since a nuniher of p\ ndi- 
caled film show> lia\e shitfed alread\ 
lo the affiliates and or ow iied-and-()])ei - 
r.ted stations of these wehs. 

In the realm of midnight-hour net- 
work programing, something which 
few admen expected to see only tliree 
or four years ago, NBC TV is taking 
a solo lead. 

On 27 Septend)er, according to pres- 
ent i)lanp, NBC T\ w ill uineil 7'omg/i/, 
starring Sle\e Allen, the third of its 
Idg |)articipating network shows. The 
program will be aired from 1 1:30 p.m. 
to 1 :00 a.m. in what is oh\ iouslv '"ela- 
tion lime, re|)lacing ■'midnight ino\ ie" 
shows on the initial liiieu]) of some 30- 
odd stations. 

H\ all reports, clearing tlie time ha> 
not lieen easy. Today, in morning lime, 
was stricth an experiment at fn>l. and 
"i>um])ed" nothing locally. But 7o- 
nig/i/ means a clearing-oul of late 
ino\ ie shows, weather, newscasts, de- 
layeil network shows, syndicated film 
shows and the like. 

To gel stations, beyond the network 
0\0 outlets, lo go for the deal, NBC 
r\ has had lo ofTer the stations: ( ! I 
two one-minute local annoimcemenls. 
to be sold on a sjiol l>asis. in each half- 
hour of the program: and (2 1 break* 
at the half-lioiir marks which can be 
used for a chainbreak and a local com- 
mereial 1.1). annouiiceiiient. This. 
NHC T\ feel>. will make uji for the 
mo\ ie re\enue losse>. 

None of the other networks i«- jdan- 
niiig a -imilar late-night netw(;rk -ho\\. 

* * * 



ROUND-UP 

{(^otihtuwd from puy^e 71 i; 

riie roo-ler used b\ WJAU-TW 
l*ro\ ideiice, in it- station 1.1). 's ha- a 
namesake. Hecently a bantam rooster 
hatched in Bristol, U. I., was named 
Channel Ten because of his clo-e _ie. 
semblaiu e lo the W J AU-TN bird. 
» • • 

The KITE, ^an Antonio, ga<lgel-or- 
ihe-month for \ugu-t is a memo pad 
wiiicli attache- to a de-k lelej)hone. .\t 
the bottom of each page on the j)ad i'- 
llie reminder, 'Don't forget radio 
KITH!" The monthly gadget mailing' 
goe- to limelni) ers, -ponsors, agencie-. 
» ♦ * 

To jiromote increased use of portable* 
radio- during the summer, \\ \\ \ .\. 
\\ heeling, ha- b(>en conducting a "1 
would like lo own a portable radio be- 
cause . . contest. Ka< h week the 
writer of the be«t letter recei\e- a por- 
table. And the radio dealer who build- 
the be-t -tore di-play of portable- will 
get an all-expense paid trip for two tu 
New ^ ork. Theme of the listener and 
dealer contest-^ is the same: "It's >uni- 
mertiine — and the li-tening i~ l'.\'^^ . 
Pack a portable."' 



Se\\»ng O^^"* 
Half A Mil^io*^ 
families 
\n The 



Region 



OIVIAHA 





590 

5000 WW'* 



Room 280 
Insuroncc Butldmg 



JOHN BLAIR « CO., Representativw 
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SPONSOB, 



' George Comte, station imuiager of 
' WTMJ-TV, Milwaukee, has come up 
I witli statistical proof that post-mid- 
' night television sponsorship — at least 
in Milwaukee — can pay off. Conito 
foiuul that 15% of the labor force in 
greater Milwaukee goes to work he- 
tueen 3:00 and 4:00 p.m. and doesn't 
get off until around midnight. The 
sizeable segment of this group is male. 
CpMite sa\s. The men come home, have 
a glass t)f beer, eat a light lunch and 
watch television. Recently the station 
askc<l whether it should continue its 
practice of showing midnight movies 
-ix nights a week with one night of 
wrestling, or increase the wrestling. 
"Six thousand people bothered to state 
their ]jreference, ' says Comte. 
* ■» » 

A handsome 16-page two-color bro- 
chure contains the reprints of adver- 
tisements of W'DSU-AM-TV, New Or- 
leans, which have appeared in SPONSOR. 
The picture-ads "reflect the pattern of 
our television operation in New Or- 
leans" according to Robert D. Swezey. 



Du Mont Television Network's sales 
manager, Gerry Martin, says his net- 




work has jnst made television histor\. 
It also bleaks down one of the few re- 
maining barriers against women. I'Or 
the network has appointed a woman ac- 
count executive. Marge Rert, former- 
ly manager of new program develop- 
ment, was made a salesman — radier. a 
saleswoman — for the network because, 
says Martin, "advertisers need the 
woman's point of view. . . ." 

* * * 

S])eaking of gadget mailings (like 
KITE^s. above), WMTW, the Mount 
Washington. N. 11., television station 
which went on the air last week has 
been active in the gadget field. Just 
abfiut every week for the past couple 
months sponsors and agencies have 
been getting little gifts from the station 
with a note which ties in the gadget 
with the promotion. The latest: Two 
paint brushes, a big one and a little 
one. The point of the mailing: If you 
have a big paint brush (like a big tv 
station) you get more coverage. 

« « a 

Winner of WLW-A. Atlanta, '"Son of 
the South" contest is 16-year-old Cecil 
Clapp Jr. The contest was part of 
\\ L\\ -A's "Operation Sunburst" pro- 
motion. Clapp wins a new car and 
ihousands of dollars worth of other 
prizes for identifying Joel Chandler 
Harris in a myslei v face picture con- 
test. 



KEX. Portland, is helping JOKR, 
Tok) o, Japan, produce successful radio 
conmiercials. The Japanese station rc- 
centl) wrote KEX, asked about vari- 
ous practices used by the station in its 
commercials. KEX prepared a taped 
presentation giving examples of the 
most successful commercials used and 
sent it to JOKR along with written ma- 
terial. Since receiving the assistance, 
JOKR has written KEX and thanked it 
for "'contributing greatly to the prog- 
ress and develojjinent'" of its commer- 
cials' messages. 

» » 

Avery-Knodel's fifth market study is 
now being sent to advertisers and agen- 
cies. The report covers the Raleigh- 
Durham area served by WX'AO-T\' 
and includes detailed county market 
statistics and other data. The report 
states that the number of tv homes 
reached by W^NAO-TV have increased 
in the past few months. The out- 
let covers a population of 910,000, ac- 
cording to the A-K report. 



KFVD TOPS! 



in 

PULSE 
NEGRO SURVEY 

For 3 solid hours from 1 to 4 
in the ofternoon — Quarter hour 
by Quorter hour, Monday through 
Saturday, KFVD is No. 1 In the 
Southern California Negro Home. 

COMMANDING . . . 

Over 55% More Listeners Thon 
the Leoding Network Station! 

COMMANDING . . . 

More Listeners Thon the Next 
Two Leoding Independent Sta- 
tions Combined! 

HUNTER HANCOCK'S 
"HARLEM AT INEE" 

Is A "Must" To Sell This Morket! 

For Detoils, Contact KFVD, Los 
Angeles 5, California 

Represented by 
JOSEPH HERSHEY McCILLVRA 
New York Chicago Los Angeles San Francisco 




A Radio Station that has good News 
Coverage is a Radio Station that htti 
listeners. 

Because of omc vast news coverage both 
locally and nationally, Evansville, In- 
diana, listeners make it a habit to tune to 
WJPS for the NEWS. 

WJPS is a station of speciatized prb- 
gramming — NEWS — SPORTS — 
FARM — MUSIC, along with a merchan- 
dising department that has all of th^ 
answers. A live wire station — with live 
wire programming and live wire ideas. 

Let us prove our worth to you. 

I' 

RsbcFt J, Mdnlesh, Gmaral Manoger 
i DEmSENTEO If 

th« Gaeig* P. Hellingbary Company 





"A RADIO IN EVERY ROOM" 

Evansville/ Indiana 
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SiLl THI 



i 



OalDenHlarhcti 



0 1/ OF 
0/10 AMERICA'S 
NEGRO POPULATION 



WDIA" 
50,000 WATTS 




Here is a new "golden market" 
of 1.466,618 negroes! 37% of the 
total area population . . . one- 
tenth of the entire negro popula- 
tion of America! And it can t be 
reached except with WDIA, the 
first and only 50,000 watt station 
to broadcast exclusively to the 
rich negro market. 

TOP HOOPER AND 
PULSE RATED STATION 
IN THE MEMPHIS MARKETI 



WDIA 



—MEMPHIS, TENN. 



REPRESENTED BY 



JOHN E. PEARSON CO., 

DORA-CLAYTON AGENCY. SOUTHEAST 



Com Cet^t^l 



r 





Kc.kIi iIiis (ciiii.ll Missouri ni.nr- 
kcl >»illi IKii,.TJ3 i.nlio ^.^Inili^•^• 
:iM(| n ( oiiMiinrr iiicnmc of S69S.- 
'2M"i.(Mlll.* in a (hiiU rouiitv. 
lour <il>, '.. WW iiic.i fovcrccl 
l>\ KIM 



-l'l)S aiij Sulrj M>nu;:<nirnt 



KFAL 



Sill ti-y 



900 KC« 1000 WATTS 

FULTON, MISSOURI 



CANADIAN ROUND-UP 

^Continued from page lO.*?) 

rttt sales. WVekU cost of tin* |)r(j- 
^raiii-: 8200. 

ItelufU' of bottle taps 
\OCM, St. JohnV. Xfld.: A three-wet-k 
|)ri/e contest on tlip Brouning liar- 
irey^s Junior Jamboree resulted in a 
flood of more than half a million Ixjt- 
tie tops for the s|>onsor. the local l'e|)si- 
Cola holtlcrs. Tlie program is ])re.sent- 
ed daily tin weekdays from .5:00 to 
5:30 p.m. and is one of the most ])0])- 
uhir kiddie shows in Xewfouiidland. 

.S((i(ioij scnrt's in (id (>aiiipc9igii 

CFJB. Brampton. Out.: Last Januar\, 
when CFJB. a new station, had been 
on the air less than a month, it ran a 
( ampaigii of 12 announcements for a 
local (leparlnieiit store. The campaign 
])ulled so much trafhc. the station re- 
]jorts. thill sho]jpers had to be directed 
away from the second flcxjr. where 
there were so many people the man- 
ager was afraid the floor would col- 
hi])se. 

itudio siturks hovkvy utteiitluiive 

CFJC. Kamloops. B.C.: Last Xovemher 
attendance at mid-week hotkey games 
at the Kamloops arena was dow n con- 
siderahl). The arena decided to buy 
S50 in announcements o\ev CFJC pub- 
licizing a "Gift Night.' Attendance at 
mid-week game- jum])ed 40'T . Now. 
all games are ]jromoted in a similar 
maimer and b\ radio onl\ . 

T ratios triivk for ettics. sells eows 

CFOS, Owen Sound. Out.: Blue Wa- 
ter Motors advertised on CFOS on 9 
Februaiy at 12:14 p.m. that it bad two 
two cows for sale. Tlie cows were pre- 
viously obtained as a trade on a half- 
ton truck. 1 hp firm received 14 in- 
(]uiries b\ supper. The cows, of course, 
were sold. 

Fiiriii(iir(> sture *|t*<.v croirtl 

CKLC. Kingston. Out.: Abranisk\"s. 
largest department store in Kingston, 
recently opened a branch furniture 
store. Sp(H'ial ]jrices and free refresh- 
ments were ofTered. The store ran an- 
nouncements on CKLC for three days 
])ie< ediiig the nighttime ojieiiing. The 
announcements employed a specially 
re<orded musical opening and closing 
with a "Let s have a ])arty'* theme. A 
crowd of about 200 were ex])ected but 



2,.500 came. The crowd was lined up 
for two blocks. The advertising, which 
was placed on CKLC oiilv. cost the 
firm $99.75. 

Ilin-kefi eroird pulled htj radio 

CKTB. St. Catherines, Ont.: When the 
IfK-al Tee|)ee Hex-key Club played in 
.Maple Leaf Gardens in Toronto for the 
.Memorial Cup Championship, it was 
not JJOSSl ble for CKTB to broadcast' the 
game, which took ])lace on a Sunday 
afternoon. The station received hun- 
dreds of requests for the score all af' 
ternoon. The St. Catherines team won 
and CKTB mentioned this in two an- 
iKJuncenients, along with the informa- 
tion that the team would be at the local 
arena at 7:00 ]).m. that night. Also 
mentioned was the route b\ which they 
could < ome from Toronto. As a resuU 
the liighwav was lined with fans and 
traffic was lied up for more than an 
hour. The arena Iiolds 4.200. includ- 
ing standing room, but when the team 
arrived there were 8,000 jammed in- 
side and overflowing on the rink. 

★ » * 



HOOPER Tells the KC 

Story! 




Look at these figures 
of June '54 HOOPER 
8:00 AM-12 N 



The picture hat 
changed! 



Net A — 

Ind A — 

(Negrot 

KUDL — 

Net B — 

Net C — 

Ind B — 

Net 0 — 



25-.f 
16.0 

13.4 
10.8 
9.1 
8.8 
7.2 



Let your nearest FORJOE 
office show you tKe new 
June, '54, C. E. HOOPER 

SOON . . ..DENVER, TOOIi 




\ 



>iQ>m to* TNI tillT HMIl 
HOwi TOW COTIKAftl »OB|l 



^feMe«KDKD IcLiNTb^. 



-IN T H E jGj t A T KAN S A^S C 



T Y M * » It I 
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The tremendous post-war growth of industrial Canada, 
so well measured by economists, sociologists 
and historians, is matched by the music 

coming from the minds and hearts of the people of Canada. 

Yes, There Is Canadian Music! 

. . . and it is the music that Canadians want to hear 
on Canadian radio and television programs. 

By encouraging and stimulating the efforts of 

Canadian composers of both popular and concert music, 

BMI CANADA LIMITED and BROADCAST MUSIC, INC. 

arc making it possible for Canadian music to be published, 

recorded and performed, not only in Canada 

but throughout the world. 

Written and composed by Canadians, published 
in Canada by Canadian publishers, this music 
is becoming the first choice of those advertisers and 
program producers who want their programs to find 
the widest possible favor with Canadians. 

For further mformation on the subject 
of Canadian Music call or write 



BMI CANADA LIMITED 



229 Yonge Street 
Toronto, Ont. 



123 AUGUST 1954 



1500 St. Catherine Street. W. 

Montreal, Que. 
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Tv set count 

Tlic tclevi-ioii iii(lu-tr\ is inoNiiif: 
t ()iK-trurti\ el\ towiird ;i national ren- 
sns (if tv >-ets. \fter caicful coinniittce 
uoik the NARTll liimi Alfred I'olitz 
to .-tudv the nietlio<l it lias (le\ eloped 
for nieasurinir telex ision sets and cir- 
culation. l\e-iilt> of the evploratory 
I'olit/ stud\ will lie in the hands of 
the \AKTB 1)> late fall. Then the 
M hednle calls for a pilot stndy in one 
market, perhaps in January. A nation- 
al stud) . |)erlia]js b\ sprinfr. would be 
the final step. 

NAin n plans lo turn the sel-<ouiit- 
iiifi job over to an iiKlependenl entity 
to be known as the Television \udil 
Circulation. The objecli\e is 1»j see 
T \C attain the stature in television 
which Audit Bureau of Circulations 
earned in print. 

Ad\erlisers and agencies will wel- 
come TAG 1 iidustrN -vecogiii/ed set 
count fi<rures and some form of in<li- 
\ idual station circulation measurement 
are high on an\ adman's list of essen- 



tial buviiig tool-. \g('ncies todav go lo 
tinic-coMsuniing and often fru-triitiiig 
lengths to tr\ to guess at the facts. 

The hope among agencie- and clients 
i- that T \C will nio\e inlu cxi-tcntc 
(|uit kl\. \ Mieiliuiii wlii( h in ina\ 
hit o\cr SJiOO millions in total billing- 
has rea< bed the point where it niu>t fur- 
nish basic data. The probleins in forin- 
iiig a 1 \C on a >(A'\i\ foundati(»ii. of 
cour-e. are iiunu. Hut T -lionld not 
be allfiwed to linger behind the fast 
pace of television s grcjwth. 

* • « 

Radio-tv and the hearings 

K\er\ a(l\erli-er who makes use of 
radio and tele\ision has a •^take in the 
( urreiit decision on whether radio and 
tele\ision can continue to co\er Con- 
gressional bearings. If Congress cuts 
radio and tv oflF from its own most 
newsworthy acti\ities, the air media 
lose more than prestige. Thev suffer a 
loss in alidieiice potential, in excite- 
ment value, in their importance to the 
listener or \ iewer. 

1 hese are ]jractical reasons ad\er- 
tiser- lia\e for concern o\er the mat- 
ter. Hut more fundamental issue? for 
e\ei\oiie are involved. Far from wel- 
coming an opportunity to actually 
show tlie workings of go\ ernment l>e- 
fore the public, Congress seems lo be 
shying away. Advertising e\eculi\e-. 
no less than other citizens, should pro- 
test this e\asion of fundamental demo- 
cratic ])riiiciple. 

* » # 

Newspaper's Utopia 

The cartoon at the right of this col- 
nnni is labeled L topia. It appeared in 



new -])a]»tT- -er\ iced b\ the McXauglii 
^vndicate and it ])robabl\ does repre- 
sent I to])ia of a sort for news])aper 
publisher-. It's one more of the jibes 
at radio anil tele\ision which witnk 
their \\a\ Into newspajjers regularl\. 

.New -papers seem to ha\e a perma- 
nent policN that an\ weak joke at the 
expeii-e of radio and tele\ ision i- auto- 
maticalK uproariou-. The unfortunate 
thing about tlii* tendency is that it eii-- 
(ou rages a clfi?ed mind toward radio- 
t\ among the small group who contend 
tlie\ iie\er turn on a set. This grou|), 
aside from including the intellectualK 



^ Ml NauEhl Syndlcilf U) ! l**rt 

]irecious, sometimes will number man- 
ageinent people. Occasionally an air 
cam])aign is actually bucked by an in- 
dividual ill a company whose altitude 
is shaped by his personal radio-J,\ 
]irejudices. 

But the great body of ibe public goe- 
right on listening and \iewilig. 




Applause 



TvB is born 

l".\ ciN one ill a(l\erti>iiig will j(jiii 
sl'(i\sOl< in ccjiigratulating the tele- 
\ision industr\ on creali<jn of the Tele- 
\ ision Bureau of \dvertising. TvR 
rcpre-ents a niile-toiie in llie indu-- 
tr\ s maturit\ . 

Barti( ularK with a iiie(liuiii as fast 
iiio\ing a- telcN i-ioii. T\ I! can be im- 
portant to a<l\ eri i-iiig penple as a 
-ouiic of fa<ls and Iniving tool-. We 
suggest xoii wnrk ( |(i-t'l\ with T\ H 



OIK e il gets rolling some time in 
October. 

Two groups are responsilile for the 
present TvB: broadcasters who this 
s])ring formed llie Television Advertis- 
ing Bureau (T\AB): and the XAKTB 
whose staff and coinmittee inenibers 
bad planiiefl a television sales promo- 
tion bureau. 

Uotb groups worked hairl in pro- 
ducing their separate plans: then 
worked ("(pialK hard for a merger once 



it wa- dtrided tbis was the \<i-e>l 
approach. 

si'ONSOK is sure adxertising people 
are anxiou- to see T\ B mo\e quickb 
into its role as promotion arm and 
factual clearing house of tv. \s far 
back as November 19.5.i when !5I'0>- 
sOKs article ■Should there be a Ix 
BAH?"" appeared, admen were entliu-fi" 
astic about the idea. In sfONsOR - sue 
\e\s of admen since lhe\'\e coiUirtued 
to (lenionstrale interest. 
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100,000 WATTS 

OVER 600,000 SETS IN THIS AREA 
ANTENNA HEIGHT 563 FEET 




ST. LOUIg 




Represented Nationally by 

THE KATZ AGENCY, INC. 



I 



1 



television station representatives 



T E LEVIS 






NEW YORK CHICAGO DETROIt BOSTON SAN fRANCISCO ATLANTA HOLLYWOOD 
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